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Donaldson Hammers 
at Second Class in 
Postal Rate Hearing 


WASHINGTON, March 9—During | 
a two-day appearance before the | 
House post office committee this) 
week, Postmaster General Jesse) 
Donaldson hammered at the} 
theme: “Almost half the oa 
carried is handled at rates which | 
do not pay the cost of service.” 

Pushing for fast action on the 
$163,000,000 rate bill, Mr. Donald- | 
son said: “I want to emphasize that 
the major portion of this subsidized 
mail consists of advertising matter 
in one form or another.” 

Reporting that recent statements 
in the press “boast” that expendi- 
tures for all forms of advertising 
exceeded $5,680,000,000 last year, 
he estimated that $2 billion of it 
goes through the mail, “and that 
the loss on that portion of this 
large volume of advertising matter 
which was mailed at low rates of 
postage amounted to more than 
$230,000,000.” 


@ The bill (H. R. 2982) provides 
for a 2¢ rate on postcards and on 
direct mail matter mailed under 
third class. It also provides an im- 
mediate 50% hike in present sec- 
ond class rates, with two additional 
25% increases, to be effective in 
the succeeding two years. 

A companion bill (S. 1946) was 
introduced in the Senate Tuesday 
by Sen. Olin Johnston (D., S. C.), 
chairman of the Senate postal com- 
mittee. Senator Johnston said his 
committee plans “immediate hear- 
ings.” 

During Mr. Donaldson's appear- 
ance, House committee members 
searched for weaknesses in his 
tase. Rep. Frazier Ream (Ind., O.), 
a newcomer, probed carefully into 
the operations of the cost ascer- 
tainment system—the time motion 
study mechanism used by the de- 
partment to determine the cost of 
handling various kinds of mail. 


s Rep. Antoni Sadlak (R., Conn.) | 
suggested that the second class in-| 
crease might be extended over five 
years, but Mr. Donaldson said he 
felt publishers would object. 
“They don’t want to be involved 
(Continued on Page 8) 
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VISUAL—This spread scheduled to appear 


in papers in 39 markets as the merchan- 


dise becomes available, is part of the first major consumer push for DuMont’s 30” 
receiver. “The world’s largest television picture tube,” priced to retail at $1,750, 


also is being featured in ads in National 


Geographic Magazine and The Saturday 


Evening Post. Campbell-Ewald Co. is the agency. 


BacardiAdon 
Liquor Tie-ins 


Raises Dispute 


Opposition to Tie-ins 
Gains, But Wholesalers 
Say Scotch is Plentiful 


New York, March 8—Opposition | 
to tie-in sales is developing mo- 
mentum in the local liquor market, | 
since Barcardi Imports Inc. 
launched the first of a series of 
half-page ads March 2 in the New 
York Times condemning the prac- 
tice of rum-Scotch whisky tie-ins 
(AA, March 5). 

At the same time, there is some 
difference of opinion as to whether 
a Scotch shortage exists at all. 

Brooke, Smith, French & Dor- 
rance, Barcardi’s agency, told AA 
that dealers’ requests for reprints 
of the ad have been so numerous 
the company has had to increase 
its print order twice and expects 
to distribute 5,000 reprints to deal- 
ers. In the meantime, AA was told, 
Barcardi is going ahead with its 
projected advertising scheduled for 
insertion in newspapers in 25 key 
cities. 


|@ Today’s issue of Beverage Times 
}earries an article by Monroe I. 
|Katcher II, attorney, formerly 
|an associate counsel for the New 
| York state liquor authority, urging 
| inclusion in the Alcoholic Beverage 
| Control Law of a provision pro- 
| hibiting tie-in sales. 

“It is high time that the practice 
of tie-in sales was forbidden by a 
specific provision of the ABC law,” 
Mr. Katcher says. “It is high time 
that the blame be placed where it 
belongs, everywhere but on the 
shoulders of retailers. It is also 
| high time that the general public 
be informed of the fact that re- 
tailers are victims rather than 
perpetrators.” 

Mr. Katcher told AA that, to 
his personal knowledge, tie-in 


since the first of the year. The 
apathy of distillers and importers 
to the situation, he said, is dis- 


Haverlin Surprises 
NAB, Turns Down 
Offer of Presidency 


New York, March 9—Its first- 


| choice man having turned down 


the post, the eight-man committee, 
whose job it is to select a presi- 
dent-genera]l manager for Nation- 
al Assn. of Broadcasters, this week 


/was back at the 


starting point. 
After delibera- 
ting several days, 
Carl Haverlin, 
president of 
Broadcast Music 
Inc., this week 
declined to accept 
the assignment. 
If this came as a 
surprise in trade 
circles generally, 
where Mr. Hav- 


erlin had been favored in all pre-| 


dictions for weeks, it was prob- 
ably more of a surprise to the com- 
mittee. 
e Explaining his decision, Mr. 
Haverlin said: 

“My inability to accept the posi- 
tion so generously offered by the 

(Continued on Page 4) 


PER OF MARKETING 


Hooper Proposes Industry Bureau 
to End Broadcast Rating Confusion 


Says His Hooperecorder Makes It Feasible; 
Nielsen Blasts Idea of Key Rating Yardstick 


New York, March 8—A. C. Niel- 
sen this week offered a bit of ad- 
vice to the broadcasting industry 
in commenting on the report of 
the special research committee that 


| has been studying radio-TV meas-| 


|urement services for several 


months. 

| This group of experts, organized 
at the suggestion of Stanley Brey- 
er, commercial manager of KJBS, 
San Francisco, who was disturbed 
by widely divergent Pulse and 
Hooper reports for that area, dis- 
| Solved itself recently after recom- 
mending that the National Assn. 
|of Broadcasters take over the 
problem of clearing up the con- 
fused ratings situation. 

| Mr. Nielsen, who sat in on the 
| committee sessiors as an observer, 
| warned against the acceptance of 
'a master yardstick as a measure- 
ment for other yardsticks. He 
| said: 

| 

| 


s “Ordinarily the concept of meas- 
urement presupposes the existence 
|of a yardstick by which to meas- 
| ure. But in this case the committee 
| seeks to measure the accuracy of 
various yardsticks. The obvious 
thing is to look for a master yard- 
stick against which to measure the 
others. There is no such master 
yardstick. Every research tech- 
|nique proposed as a standard is 
| characterized by certain features 
| which are inherent in one or more 
Fe the techniques to be appraised, 
features which themselves are 
' sources of possible error. 
“Under these circumstances one 
may be tempted to compare the 
findings produced by various tech- 
niques, on the assumption that the 
| findings nearest the average are 
| most nearly correct. This was the 
|course taken by a group of in- 
experienced LST commanders fer- 
_rying their boats across the Pacific 
in the recent war. They couldn’t 
| (Continued on Page 66) 


Last Minute News Flashes 


Pulse May Go into National Radio Rating Field 


(Continued on Page 67) 


New York, March 9—There were signs this week that A. C. Niel- 
sen Co., which has had the national radio rating field pretty much 
to itself recently, may have some competition from another source. 
Pulse Inc. is flirting with that section of the market. As a feeler the 
company is releasing to its clients a multi-market report covering 
ratings of network broadcasts in 14 metropolitan areas for the months 
of January and February. The service may be expanded to include 
other cities. 


Household Finance Goes to Needham, Louis& Brorby 


Cuicaco, March 9—The advertising account of Household Finance 
Corp. and its subsidiaries has been placed with Needham, Louis & 
Brorby. The account, estimated to bill in excess of $1,000,000, was 
formerly handled by LeVally Inc., which is now in process of 
liquidation. Newell T. Schwin, Household ad director, told AA 42 agen- 
cies sought the account, with Needham winning out of five finalists. 
Only Chicago agencies were considered. 


Sylvania Offers Premium in Light Bulb Drive 

New York, March 9—Sylvania Electric Products will offer an all- 
purpose shears for 50¢ plus the wrapper of a light bulb carton, starting 
in late April, on its Saturday night TV show, “Beat the Clock,” 


over CBS, and in May issues of Better Homes & Gardens, Good House- 


keeping, Look and McCall’s. Cecil & Presbrey is the agency. 
(Additional News Flashes on Page 67) 


New York, March 9—C. E. 
Hooper Inc. today proposed the 
formation of an industry-wide, 
non-profit association as the solu- 
tion to the “chaos and confusion” 
in the broadcast rating field. 

In a letter to research-minded 
representatives of networks, agen- 
| cies and advertisers, he suggested: 
| “Advertisers, their agencies, the 
| stations and the networks collec- 
tively, should sponsor, control and 
support a broadcast measurement 
service using one standard. 

“In other words, they should 
form an industry-wide, non-profit 
association controlled by the in- 
dustry and functioning as: (1) 
policy makers; (2) copyright own- 
ers; (3) collectors cf supporting 
revenue, and (4) contractors with 
‘operating’ companies.” 


e Mr. Hooper envisages this new 
group as a “new Cooperative Ad- 
vertising Bureau,” which would 
provide ratings and qualitative 
analysis and might well extend its 
activities “to other measurements 
in the field of broadcasting, not ex- 
cluding coverage.” 

(This phraseology may bring 
forth wry smiles from oldtimers in 
radio research, who recall that Mr. 
Hooper—partly by producing gen- 
erally higher ratings—played no 
small part in the demise of the 
original industry-sponsored Coop- 
erative Advertising Bureau.) 

The researcher urged the assign- 
ment of such a contract to a com- 
pany offering present coincidental 
service and automatic-coincidental 
measurement facilities. “The Hoop- 
er concern seeks such a contract,” 
he added. 


s Mr. Hooper last fall unveiled his 
new Hooperecorder, which he said 
then was to be tested soon in Los 
Angeles. So far it has not been 
activated any place, though the 
company has made arrangements 
for the necessary telephone com- 
pany service in Los Angeles and 
New York. 

The Hooperecorder is described 
as a “simple piece of equipment in 
the home which scans and reads 
the dial of each receiver (rate, 1% 
seconds per receiver) and flashes 
back, to the central point, the iden- 
tity of the station, if the set is” 
tuned in. It flashes ‘off’ if the re- 
ceiver is not in use.” 

Much of Mr. Hooper's 20-page 
memo to the industry and the press 
is taken up with the role to be 
played by his Hooperecorder in his 
proposed industry-wide associa- 
tion. 


@ Itemizing the criteria for the 
suggested ratings, he listed: 

1. “Ratings (projectable to met- 
ropolitan areas) by localities, 
mailed in the form of a complete 
report for a day within 24 hours 
after broadcast and by five-minute 
program segments.” 

2. “Measurement service to be 


(Continued on Page 67) 
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Tatham-Laird Simultaneously Hits 
oth Birthday, $5,000,000 Billing | 


‘First Team Service’ 
to Limited List Is 
Agency's Keynote 


By S. R. BERNSTEIN 


Cuicaco, March 7-—Art Tatham) 3. 


and Ken Laird are celebrating a 

double anniversary this month: 

the fifth birthday of the advertis- 
ing agency of Tatham-Laird Inc., 
and the billing of more than $5,- 

000,000 during the past year. 

Attainment of the latter 
makes them, they believe, the 

“largest postwar agency west of 

Manhattan.” It is explainable, they 

feel, in terms of four principles of 

agency operation: 

1. A top caliber team serving a 
small number of accounts, with| 
the heads of the agency in di-| 
rect and personal charge, and 


goal 


the top team enjoying owner-| 
ship status. 


. A separate and distinct depart-| 


ment devoted exclusively to 
merchandising, and headed by) 
one of the principals. 
Operation of an “intellectual 
democracy” within the agency, 
with no yes-men and no dicta- 
tors, and strategy and tactics 
worked on the basis of group 
effort and fundamental agree- 
ment of all agency personnel 
involved in any given client's 
problem. 

Creative effort in a broader 
sense than it is normally meant 
—not only within the normal 
pattern of agency operation, but 
in the development of new pat- 
terns in advertising and even 
entirely new selling plans. 

This type of operation, Tatham 


and Laird believe, is the only kind 
which can satisfactorily answer the 
two fnost important criticisms of 
agency service by clients: 

1. “You've got some smart peo- | 
ple in your agency but they don't 
seem to spend enough time on my 
account.” 

2. “You don’t seem to know 
enough about our business—you 
don’t get close enough to our sales 
problems in the field. Why don’t 
you get out and see what's going 
on?” 

Tatham-Laird was organized 
specifically to overcome these two 
major problems. “You can’t spread | 
that kind of operation over a long} 
list of clients,” they point out, “so 
we deliberately set out to serve) 
a few top-level advertisers whose | 
expenditures are large enough to! 
pay the high cost of doing the job 
right.” 


e That meant that from the be- 
ginning they refused to accept an 
account billing less than $200,000 


| (it’s $300,000 now) unless it was 


willing to pay a minimum fee 


"See what | mean? The Des Moines Sunday Register 
stretches all across the lowa market of 24 million people!” 


Stretch! The Des Moines Sunday Register has it . . 


across lowa. 


. clear 


Snap! That's how easy the Des Moines Sunday Register 
makes it to reach this super-spending, 5-billion-dollar-a- 


year market. 


it’s a fact: This greatest of all lowa papers covers the whole 
state better than most papers cover a city. 7 out of 10 of all 
lowa families read it. Coverage in 86 out of a// 99 counties 
is 50% to 100%. And in no lowa county does it have less 


than 25%! 


PACKAGES A STATEWIDE URBAN 


Know what coverage like this means? It means the Des 
Moines Sunday Register (at a modest $1.77 milline rate) 
delivers the best of both segments of this whopping market: 
urban, where spending is bigger than in cities like Boston, 


San Francisco, St. Louis. . . 
be equaled by any other state. 


and rural, where income can’t 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 
ABC CIRCULATION Sept. 30, 1950: 
Daily, 372,133—Sunday, 536,707 


THE DES MOINES REGISTER anv TRIBUNE 


Represented by: 


Gardner Cowles, President 


Osborn, Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley—tos Angeles, San Francisco 


ized by this five-candle cake. Left to right 
Mary Kyok, secretary; Harold C. Jensen, 
bookkeeping department; 


equivalent to the commission on 


a half times as much billing as 
they had during their first year. 
But the idea has worked, and 
| now they are billing in excess of 
$5,000,000 from seven accounts, on 
the majority of which they are 
| serving with one or more other 
agencies. 
} 
\s The agency's client roster in- 
cludes Bendix Home Appliances, 
with which it started five years 
ago; Admiral Corp., whose appli- 
ance division (ranges, refrigera- 
tors and dehumidifiers) it ac- 
quired in November, 1948; Gen- 
eral Mills, whose Kix cereal came 
| into the agency in June, 1948; 
| 
| 


Parker Pen Co., for its lighter and 
another new product which has 
| never been announced, in Decem- 
ber, 1949; Trane Co., acquired in 
| September, 1948; Toni Inc., for 


such billings. As one result, they, 
turned down more than one and’ 


ee 


Sens SM nick’ 


SYMBOL—Tatham-Laird’s fifth anniversary and $5,000,000-plus billings are symbol- 


are Ken Loird, vice-president and treasurer; 
art director; Agnes Benham, head of the 
and Art Totham, president. 


whom it was named to work on 
test products, including Viv and 
White Rain, now in test stages, 
Creme Rinse, a going product, and 
a fourth product which is still in 
the laboratory stage, in February 
last year; and C. A. Swanson & 
Sons, Omaha packer of canned and 
frozen poultry, acquired in March 
last year. 

Along the way there were three 
or four other clients: Munising 
Paper Co., which took a brief fling 
at the consumer market with a 
couple of products now with- 
drawn; Bear Brand Hosiery, for 
which it introduced spun nylon 
hose which subsequently had to 
stop promotion because of lack of 
supply and which is still a client, 
but inactive; Majestic Radio, which 
got into financial difficulties and 
set the young agency back more 
than $30,000 in uncollected billings 
before commitments could be can- 

(Continued on Page 68) 
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There are more than 800- 


buying income jingling in 
the jeans of Akron area 
buyers. Get your share of 
this wealth. 
all you need is the blanket 
coverage of the daily and 
Sunday Beacon Journal— 
Akron’s ONLY newspaper 


It pays to know your A B C’s! 
Look first to Audit Bureau of 
Circulation for accurate fig- 
ures on newspaper coverage of 
the Akron Market. 


lion dollars in effective 


It's easy— 


lode? 33 33 ye eee ’ 


AKRON BEACON JOURNAL 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS G FINLEY, 
Represcntative 
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In good Comics 
Magazines, adventure, 
action, and mystery 
dramatize a wealth 
of information . . . 
condition young 
minds to the realities 
of everyday living... 
increase their under- 
standing of science, 
people, literature, 
history, politics .. . 
help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


ational 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Haverlin Surprises 
NAB, Turns Down 
Offer of Presidency 


(Continued from Page 1) 
committee is based on two reasons. 
The first is my belief that neither 
my training nor my experience 
fully fits me for the magnitude and 
the complexities of the responsi- 
bilities it entails. The second is my 
conviction that I can better serve 
broadcasters by staying where I 
am. 
“IT shall always be profoundly 
grateful to the committee for the 
consideration it gave me and to 


When you Remember 
need WM. F. RUPERT 
RECENT [sem tists exclusively 
BIRTH for over 55 years 
LISTS 90 Fifth Ave., New York 11 


OR 5-3523 


the BMI board for the understand- 
ing manner in which it gave me 
entire liberty to make my own de- 
cision and for the assurances it 
gave me that it would support 
whatever course I elected to fol-| 
low.” 


s The chairmanless committee, | 
whose operation was described by | 
one member as a headless horse- 
man sort, probably will resume the 
search at a meeting in Washington 
late this month. No immediate 
meeting is feasible, with at least 
two of the members—James 
Shouse, Crosley Broadcasting 
Corp., Cincinnati, and Robert 
Swezey, WDSU, New Orleans—out | 
of the country at the moment. 

Speculation at this time on the | 


next name to be pulled out of the closed today but staff members 


we shall certainly bé able to find 
other capable candidates once we 
get down to it again—we are going 


| to try to inform him that day or 


the next. Thereby we hope to 
avoid the business of having a 
name battered around in the trade 
press for two or three weeks 
again.” 


REORGANIZED NAB 
SETUP APPROVED 
WASHINGTON, March 9—With 
the ballots all in this week, mem- 
bers of the National Assn. of 
Broadcasters have voted over- 
whelmingly to accept a reorgan- 
ization proposal converting the or- 


U.S. Car Output 
to Rise in Two 
ears: Williams 


Ford V.P. Says Survey 
_ Shows Car Popularities 


Vary with Ad Budgets 


WASHINGTON, March 6—Walker 
|A. Williams, vice-president for 
sales and advertising, Ford Motor 


ganizaion into a “National Assn. of Co., expressed confidence today 


| Radio & Television Broadcasters.” 


The actual count was not dis- 


| that, “barring a third world war, 
| automobile production will once 
again be on the increase” in about 


hat by the committee is useless, a! said “there was practically no op- | two years. 


committeeman told ADVERTISING 
AGE. 
“There is no serious contender 
at this time,” he said. 
“When we agree on another 


position.” 


Freedman Agency Moves 


Ray Freedman & Associates, 
Chicago agency, has moved to new 


Asserting that the phrase “pleas- 
ure car” is a misnomer, he told 
| the Washington Advertising Club: 
|“It seems to me unlikely that 
| civilian automobile and truck pro- 


choice—this is a big industry and quarters at 612 N. Michigan Ave.| duction will be entirely cut off, 


a 
the most 


‘ 


g 
3 
mo: 


...“eustomer coverage*”’ 
holds the answer... 


ask the Post to prove ies 


*Buying space in a four-newspaper city can be a complex 


problem, unless you look beyond circulations, look for 


customers. “7 Answers to Customer Coverage” shows the 


sure way to reach customers in the growing Metropolitan 
Washington market—7 surveys, 7 methods, 7 answers all 


pointing to the same conclusion. It takes only a few min- 
utes to show. Ask the Post man for the facts! 


he Washington po 


Represented by Sawyer, Ferguson, Walker Company—George D. Ciose, Inc. (Pacific 
Coast)—Metropolitan Sunday Newspapers—The Hal Winter Co. (Miami Beach) 
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| even under the most serious emer- 
| gency conditions.” 

He warned that in the months 
,ahead “under-the-counter mar- 
| kets” may reappear, and promised 
that the Ford Motor Co. “will ap- 
| plaud any crackdown by govern- 
ment on any dealers who engage 
in under-the-counter activities.” 


e Mr. Williams said automotive 
advertising will continue, but that 
the emphasis in a “brown-out 
period” may be on institutional, 
public relations or public service 
advertising. 

“No one, of course, has any no- 
tion of discontinuing advertising— 
not at our company, certainly,” he 
said. 

Nobody has forgotten, he contin- 
ued, what happened to the mer- 
chant who stopped advertising dur- 
ing the last war, “but advertising 
in a period of the kind through 
which we may be moving for a 
good many years needs to take into 
account the different and special 
circumstances of such a new and 
unusual period.” 

Asserting that the “battle of the 
brands goes on,” he contended that 
“if customer preferences are not 
shaped by advertising and sales 
appeals, they begin to be affected 
by ‘underground’ influences— 
word-of-mouth endorsements, for 
example, or the development of 
local substitutions. 

“National preferences cannot be 
maintained in the face of a nation- 
al blackout of advertising and sales 
pressures.” 


@ He told how Ford had tested the 
public’s attitudes toward 16 prin- 
cipal makes of cars. 

One group of eight had increased 
its advertising in 1950 over 1949 
by 40.5%; the second group had a 
weighted increase of only 2.4%, 
and some companies showed a de- 
crease. 

“When we measured consumer 
preference for each of the two 
groups of eight, we found that the 
cars which had substantially in- 
creased their advertising expendi- 
tures showed a relative preference 
gain of 6%, while those in the 
other group showed a relative 
preference loss of 6.3%. 

“I don’t mean to say that ad- 
vertising did the whole trick—or 
that every car fitted neatly into 
one pattern or the other. But the 
connection between advertising 
expenditures and customer prefer- 
ence is clear,” he declared. 


Francis McGehee Named 
a V. P. of McCall Corp. 


Francis N. Mc- 
| Gehee, who was 
| recently appoint- 
ed advertising di- 
jrecior of Red- 
| book, New York, 
| (AA, March 5), 
has been elected 
a vice-president 
of McCall Corp., 
publisher of Red- 
book. Prior to 
joining McCall, 
Mr. McGehee was 
an advertising 
consultant. 


F. N. McGehee 


Increases Advertising Rates 

National Furniture Review, Chi- 
cago, has increased its advertis- 
ing rates. The basic page rate will 
go from $300 to $330. 


WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
loping les prospects on certain 
types of products and services. 
Ask tor New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 

Business Papers @ Farm Publications 

Consumer Moegarines 
Dearborn St.. Chicago 4 
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hey, i 
hey, 
wheres the 


PARTY ? 


where else ? 


IN HOUSEHOLD COMMUNITIES, HOME IS WHERE EVERYTHING IS 


That's how folks are in small cities and towns. Home is 
where they plan, where they play, where they entertain. 

In Household, too, everything is home... home cooking, 
home entertaining, home building and remodeling. 

It's edited for the home... read by more than 2,000,000 
home families (76% home owners!) ... concentrated in the 
home towns of America. 

You couldn't hit home harder! 


HOUSEHOLD HITS HOME 


HOUSEHOLD nagaziny 


Capper Publications, Inc. 
Topeka, Kansas 
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S FACTS- 
: 4 NOT FORMULAS - 


PROVIDE TRUE-VALUE MEASUREMENTS 
FOR BUSINESS MAGAZINE ADVERTISERS 


* CERTAINLY, TO ASSESS PROPERLY the advertising value 
of a magazine, you must know — and are entitled to proof — 
that publisher’s statements as to the extent, distribution and 


quality of circulation are accurate. 


; are important evidence of this accuracy. As such, they are of 


The ABC and CCA insignia 


equal weight from the buyers’ viewpoint — both give assurance 


that strict standards of circulation 


reliability of circulation figures. 


management are being regu- 


2 larly met. Neither symbol was ever intended, nor can be legiti- 
mately used, as a warranty of any advertising values other than 


HAYWOOD PUBLICATIONS use both major types of circula- 
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TV Makers Promise Not to Repeat 
‘Child Appeal’ Ad; FTC Drops Case 


WaAsHINGTON, March 7—The Fed- 
eral Trade Commission announced 
today that it has obtained written 
assurances that TV manufacturers 
will not repeat the famous “child 
appeal” ad used so disastrously last 
November. 

On the basis of these assurances 
—from 22 concerns, and their 
agency, Ruthrauff & Ryan—FTC 
said it is closing an investigation 
of the campaign which it instituted 
a few days after the ad first ap- 
peared (AA, Nov. 27). 

Chairman James M. Mead “com- 
mended” the manufacturers “for 
promptly stopping the advertise- 

| ment and for their assurance that 

| it will not be resumed. 

| “We expect that those who par- 
ticipated in the campaign will not 

| again engage in advertising prac- 
tices which are an affront to the 

| public,” he said. 


@ Since the commission had not 
| issued a formal complaint, the 22 
} concerns which submitted letters 
lof assurance were not identified. 
| Ruthrauff & Ryan was identified 
| in the commission statement, how- 
ever. 
[Participating manufacturers 
| were identified by Ruthrauff & 


| Ryan last fall as Radio Corp. of 

America; Admiral Corp.; Motorola | 
| Inc.; General Electric Co.; Zenith} 
| Radio Corp.; Emerson Radio & | 


“It started an investigation to 
determine the truth or falsity of 
statements in the ad and obtained 
all advertising copy prepared by 
the manufacturers’ agency, Ruth- 
rauff & Ryan, New York. 


s “Dissemination of the objection- 
able ad was abandoned immediate- 
ly and it was not published after 
Nov. 16.” 

FTC said it entered the case 
after receiving complaints from 
“many parents and educational 
groups, including the National Ed- 
ucation Assn.” 

The commission said, “The ad- 
vertisement implied that a child 
would be handicapped from an ed- 
ucational standpoint, his morale 
would suffer and he would be 
humiliated unless there was a tele- 
vision set in the home.” 


@ In announcing that there will 
not be any legal proceedings, 
Chairman Mead said the commis- 
sion is convinced that it has ac- 
complished its objective. He 
pointed out that in closing the case 
on this basis, the commission re- 
served the right to reopen it if 
future facts should warrant. He 
said the commission believes ads 
of this character cannot be justi- 
fied, and that he has heard of no 
one who approved them. 

In their letters, the agency and 


7 TSCA will permit. And each maga- | 
zine regularly carries the ad- 


@ (lectrical Dealer 
| (CCA, 


tion — paid and controlled. In our experience (and in that of 
many leading publishers and advertisers) differing market- 
audience conditions indicate which approach is most practical to 
give advertisers the maximum contact with a substantial number 
of potential buyers in a particular market at a reasonable cost. 


ALL THE CIRCULATION CONTROLS IN THE WORLD, 
however, are meaningless without ACCEPTANCE of a magazine 
by the right readers. Each HAYWOOD magazine has solidly 
established such Acceptance in its own field by good reporting, 
good writing, good editing, good presentation and constant atten- 
tion to reader service and reader interest — the only means by 
which any publication can earn it. 


Phonograph Corp.; Allen B. Du-| the manufacturers wrote that the 
Mont Laboratories; Belmont Radio | advertisement in question had been 
Corp.; Sentinel Radio Corp.; radio| yoluntarily discontinued on or 
& television division of Sylvania gj,out Nov. 16 and has not been 
Electric Products; Westinghouse | and will not be resumed. They de- 
Electric Corp.; Capehart-Farns-| clared it is not their intention “to 
worth Corp.; Stromberg-Carlson | gisseminate or cause to be dis- 
Co.; Arvin Industries; Hoffman seminated advertisements of simi- 
Radio Corp.; Pilot Radio Corp.;) jar import.” Several said the copy 
| Hallicrafters Co.; Olympic Radio had not been submitted to them in 
& Television Co.; Scott Radio Lab-| advance of publication. 

oratories; Magnavox Co.; Fada Ra- 


| dio & Electric Co.; John Meck In- Albert Frank A inted 

dustries, and Fulice Corp.) at ying 0 producer 
FTC gave this re of and finisher of die castings, has 

events which led up to the “letters named Albert Frank-Guenther 

of assurance”: | a Law, New York, as its agency. 
“When a widely-criticized ad-, 

vertisement of this type (child | Pgy] Jones Moves Offices } 

appeal) first appeared in news-| pau) Jones & Associates, Los An- { 

| papers throughout the nation Nov. | geles mail order agency, has 

| 13, the commission acted at once’ moved to new quarters at 601 S 

to halt further publication. Harvard Blvd. 
| 


W.... else can you find all 


these in one engraving plant? 


three 4-color Vandercook 
proof presses at your service. 
€ 
Wt] Gengravers, inc 
600 W. VAN BUREN + CHICAGO 


STate 2-5367 


oa ee ee 


== 


IN ADDITION, every issue represents a great deal of sincere, 
intelligent effort by experienced personnel to give space buyers 


PACKAGING PARADE 


and users the best and most 
productive market coverage 
at the best rates today’s costs 


| 


vertising of leading suppliers 
in its field . . . space bought 
after measuring the Facts on 
advertising values presented 
by these magazines. 


WE SINCERELY BELIEVE 
that, if you will check these 
facts against your advertising 


Boxboard conTAINERS 


FORMERLY SHEARS 


- 


aims, you, too, will find it 
profitable to sell through the 
appropriate HAYWOOD 
publication. 


ELECTRIC LIGHT AND POWER 
CCA) 


Published by 


KE? HAYWOOD PUBLISHING COMPANY 


HAYWOOD BUILDING, 22 EAST HURON STREET 
CHICAGO 11, ILLINOIS 


SALES OFFICES: Cleveland + New York | 
Represented In: San Francisco * Los Angeles * Seattle * Dallar 
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elling day 


your 


begins 


at dawn 


NEW YORK 


NBC Spot Sales cepresents: 


CHICAGO 


CLEVELAND 


SAN FRANCISCO 


HOLLYWOOD 


a. dawn breaks, selling begins...and 


the day’s first sales messages are heard by 


most Americans on radio. The salesmen 


are popular local entertainers, men who 


sell more products for more advertisers 


than any other salesmen in the world. 


Their clients are among the nation’s 


foremost advertisers, who recognize 
radio’s unique ability to sell in the 


impressionable early hours of the day. 


For example: 


Procter & Gamble Co. 
Colgate-Palmolive- 
Peet Co. 
Kellogg Co. 
Lever Brothers Co. 
General Electric Co. 
Sterling Drug, Inc. 
Standard Brands, Inc. 
Bristol-Myers Co. 
Brown and Williamson 
Tobacco Corp. 
The Great Atlantic & 
Pacific Tea Co. 
B. C. Remedy Co. 
Eastern Air Lines, Inc. 
Curtis Publishing Co. 
Pepsi-Cola Co. 
Whitehall Pharmacal Co. 
Continental Baking Co. 
Florida Citrus Comm. 
Musterole Co. 
Consolidated 
Products Co. 
Grove Laboratories, Inc. 


The Best Foods, Inc. 
R. J. Reynolds Tobacco Co. 
Philip Morris & Co., Ltd. 


Metropolitan Life 
Insurance Co. 

Philco Corp. 

Vick Chemical Co. 

Hill Brothers Coffee, Inc. 

Pharmaco, Inc. 

The Cudahy Packing Co. 

Internetional Salt Co., Inc. 

Potter Drug & Chemical 
Corp. 

Bon Ami Co. 

Centaur Co. 

Carter Products, Inc. 

Cowles Magazines, Inc. 

Stanback Co., Ltd. 

Chap Stick Co. 

Kasco Mills, Inc. 

Murine Co. 

Norge Div.-Borg-Warner 
Corp. 

Rootes Motors, Inc. 


The advertisers listed above are using 
early morning spot radio on one or more 


of the nation’s major stations represented 


by NBC SPOT SALES. You, too, may 


capitalize upon the sales impact of morning 


radio advertising. 


Spot Salesman. He will convince you that 


Just call in an NBC 


your selling day should begin at dawn. 


WNBC 
WMAQ 
WTAM 

WRC 


WGOY 
KOA 
KNBC 


New York 
Chicago 
Cleveland 
Washington 


Schenectady- 
Albany-Troy 


Denver 
San Francisco 
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Donaldson Hammers 
at Second Class in 


Postal Rate Hearing 


(Continued from Page 1) 
in changes which have to be made 
five times in five years,” he said. 
“I am conscious of the fact that 
when the publishers come here 
they will use every argument they 
can to oppose increases,” he told 
Rep. Sadlak. “If 1 were against 
this I could cite a hundred and one 
reasons for delay. As a member of 
the committee you have to be pre- 

pared for these arguments.” 
Later, while Nelson Wentzel, the 


department's rate expert, was de- 
scribing the proposals, 


one com- 
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mittee member asked why there 
| was no effort to touch the free-in- 
|county privilege, used by small 
| weeklies. 

Mr. Wentzel’s answer: 
tried it before, and have run 
into a lot of trouble. We were 
afraid it would endanger the rest 
of the bill.” 


e During much of his appearance, 
Mr. Donaldson was sidetracked 
into discussions of postal pay. Sev- 
era] committee members—a ma- 
jority—indicated that they are pre- 
pared to support a cost-of-living 
pay hike for postal workers. 
While they also voiced support 
for rate increases, the impression 
after the first week of testimony is 
that the department will be fortu- 
nate if it gets enough new revenue 


to cover the probable increase in| 


salaries. 


s “There is no sound reason,” Mr. 
Donaldson said, “why second class 
should continue to enjoy such a 
tremendous subsidy which must 
be met by the withdrawal from 


“We have! 


NEWSPAPER DRIVE—This is one of the 
ads Sinclair Refining Co. is using in 278 
| newspapers in 154 cities this spring to 
push its rust-inhibiting gos and to stress 
the conservation angle (AA, March 5). 


the United States Treasury of 
funds raised by general taxation. 
“There should be no question 


that it is high time that the post- 
‘age rates for second class matter 
| be substantially increased and that 
this class of mail should be re- 
quired to pay a more reasonable 
and equitable part of its cost. 

“Publishers in general have met 
other rising costs in their business 
by increasing their subscription 
and advertising rates. They should | 
| be able to pay more for the service | 
they get from the Post Office De-| 
| partment, service which is not only 
| indispensable but in many respects 
| Special and preferential.” 


Annual BofA Dinner 
| Will Be Held April 26 
| Thursday night, April 26, has 
=. set by the Bureau of Adver- 
tising, ANPA, as the date for its 
29th annual dinner. The dinner 
will come at the close of the an- 
nual convention of the American 
| Newspaper Publishers Assn. 
Reservations for the affair will 
| be open to non-members of BofA 
/on March 15, according to Samuel 
H. Kauffmann, president of the 
Washington Star, chairman of the 
BofA’s 1951 dinner committee. 
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in iowa, WHO is THE 
PREFERRED NEWS STATION 


In every Iowa Radio Audience Survey from 1938 to 1950, 
inclusive, the vast majority of all lowa men and women have 


ranked 


NEWS at the top of their “ 


most-liked programs” 


list. In 1949, when the study below was tabulated, News 
was first choice for 72.6% of all women, 79.0% of all men 


surveyed. 


women, 


82.9% for men. 


In 1950, the preference went up to 76.1% for 


STATIONS PREFERRED FOR NEWSCASTS A 
Soma tend eee 


**Less than one-tenth of one 


per cent of all stations named 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts 


Col. B, J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


In Iowa, more people like News than like any other type 
of radio program —and more people prefer WHO News to 
that of any other station. 


This is Point One in the Five-Point System of Programming 
Evaluation, which helps explain WHO's outstanding position 
as a public facility and as an advertising medium, in 
Towa Plus. We suggest your consideration of this and the 
other four points as vital factors in time-buying. 
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Cone Elected 
Chairman of 
Ad Council 


New York, March 8—Fairfax 
Cone, chairman of the board of 
Foote, Cone & Belding, a director 
of the Advertising Council for 
three years, was elected chairman 
| of the board of that group today. 
| He succeeds Samuel C. Gale, vice- 
| president in charge of advertising, 
| 


| 


Fairfax Cone Theodore Repplier 


home service and public services 
for General Mills, Minneapolis. 
Mr. Gale was named head of the 
board’s planning committee. 
| All three vice-chairmen of the 
| counemn were reelected. They are 
Lee H. Bristol, president of Bris- 
tol-Myers Co.; Louis N. Brockway, 
| executive vice-president of Young 
& Rubicam, and Philip L. Graham, 
publisher of the Washington Post. 
Theodore S. Repplier, president, 
| was reelected for a sixth term, and 
| Allan M. Wilson and George P. 
| Ludlam were reelected vice-presi- 
| dents. Frederic R. Gamble, presi- 
dent of the American Assn. of Ad- 
| vertising Agencies, and Paul B. 
West, president of the Assn. of Na- 
tional Advertisers, were reelected 
| secretary and treasurer, respec- 
| tively. 


|@ Mr. Cone, who is also chairman 
| of the Four A’s and a director of the 
| Advertising Federation of Ameri- 
ca, announced that by next month 
the council will launch a campaign 
to alert citizens on how to meet 
| the possible dangers of atomic at- 
| tack. Radio, newspapers, car cards 
and outdoor posters will be used. 
| The new chairman said _ the 
| council's television allocation plan, 
{introduced three months ago, is 
being supported by 20 additional 
national advertisers who came in 
voluntarily in the past two weeks 
This raises the total of active par- 
ticipants to 43 advertisers, plus the 
four major networks. Next week, 
the advertisers and networks in 
the plan will all project messages 
for the Red Cross over their TV 
programs. 


Launches Whisky Campaign 

Continental Distilling Corp., 
Philadelphia, has launched a news- 
paper campaign for Philadelphia 
blended whisky, using 365 daily 
newspapers in 269 cities. A new 
theme is being featured—‘Take 
Dad’s Word for It.” Four-color, 
full-page ads in magazines will 
continue to be used. Al Paul Lef- 
ton Co., Philadelphia, is the agen- 
cy. 


Commerce Department to Move 

The Chicago office of the De- 
partment of Commerce will shortly 
move from 332 S. Michigan Ave., 
to the La Salle-Wacker Bldg. 


SALES PORTFOLIOS 


SERVICE BINDERY co. 


Inc OO. 
2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224 
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MEN OF METTLE 


The 16th century skilled armorer was a man of mettle. His 20th cen- 
tury counterparts are the resourceful, imaginative leaders of the vast 
metals industry. 


These producers of raw metals and metal products sell to business and 
industry. To reach buyers they make widespread use of the pages of 
Business Week. 


REASON: Business Week is read by a highly concentrated audience 
of Management-Men...executives who make or have a decided in- 
fluence on buying decisions. Because of this highly selective audience, 
Business Week carries more pages of metals advertising than any 
other general business or news magazine. Because — 


YOU ADVERTISE IN BUSINESS WEEK 
WHEN YOU WANT TO INFLUENCE 
MANAGEMENT-MEN 


Metal Producing Companies 
Advertising® in Business Week 

Acme Stee! Company Kaiser Aluminum & 
Alan Wood Stee! Company Chemical Corporation 
Allegheny Ludium Stee! Corp Lukens Steel Company 
Aluminum Company of America Pittsburgh Steel Compony 
Armco Steel Corporation Republic Stee! Corporation 
Bethlehem Stee! Company Revere Copper & Brass, Inc 
Bristol Brass Corporation Reynolds Metals Company 
Colorado Fuel & tron Corp Riverside Metal Company 

Wickwire Spencer Steel Div.) Roebling’s, John A., Sons Co 
Copperweld Stee! Company Sharon Stee! Corporation 
Dow Chemical Company, The Thomas Steel Company, The 

Magnesium Division) Timken Roller Bearing Company 
Follansbee Stee! Corp. Steel and Tube Division) 
Inland Stee! Compony | U. S. Steel Company 

Ryerson, J. T., & Son, Inc.) U. S. Steel Corporation 
International Nickel Co., Inc., The Wheeling Stee! Corporation 
Jones and Loughlin Steel Corp Youngstown Sheet & Tube Co. 


* Source: Publishers’ Information Bureau Analysia 


A McGRAW-HILL PUBLICATION 
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sa @ (uote: “More and more, advertising men are discover- 
ing that “if South Bend will buy it, America will go for it! 
eo . : *Indicates firs s in this column. 
- @ (Quote: “South Bend offers a market that any advertiser — Re yn ty Monagement 
‘ vo . none! . Pa ad. Assn., marketing conference, Waldorf- 
should thoroughly consider in the development of an ad pec Rs sis 
vertising program.” March 22-23. Society of Business Mag- 
© © azine Editors, Hotel Statler, Washington, 
@ (Quote: “You” (South Bend Tribune) “have something to D_¢ 
. si March 28-31. Assn. of National Ad- 
shout about. vertisers, spring meeting, The Homestead, 
3 ree Po Hot Springs, Va. 
Write for free new market data book, “Test Town, l *March 29-30. American Assn. of In- 
dustrial Editors, annual convention, Phil- 
i adelphia 
i, March 31. Advertising Federation of 
America, Eastern AFA Intercity Women's 
Club Conference, Washington, D 
5 April 2-5. Premium Advertising Assn 
7 of America, Chicago Premium Centennial 
eA * Exposition, Hotel Stevens, Chicago. 
4 April 3-4. Point of Purchase Advertising 
’ u Institute, annual exhibit and symposium 
on store display advertising, Waldurf-As- 
- ’ toria, New York. 
7 , ee Or th April 11 Brand Names Day, Hotel 
ie tl une Commodore, New York 
g April 13-14. Advertising Federation of 
: Ind. America, Fourth District, Orlando, Fla 
April 14-18. Financial Public Relations 
: STORY, BROOKS & FINLEY. INC. + NATIONAL REPRESENTATIVES Assn., midyear meeting, Dallas, Tex 
me 
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MOKING COMPARTMENT, MERCHAN 


- , 
i \nd This Tells You The superior qualities of Among 
i . McLaurin-Jones printing, Jones f 
ce lenc 
0 packaging and specialty papers finish; 
It q il ine Pa (T are deep-rooted in generations label, b 
eee postcard 
of proud skill. Precision. 
“al engineered and endowed and sti 
with thoroughbred Silver 
‘ : work 
performance, these famous 
papers enjoy the highest ing trade. 
ct ae Tapes, Stays, 
- contidence of the printing Roles 
; and packaging industries. contains 


TET US HELP YOU WITH YOUR PROBLEM ON SPRCIAL COATINGS AND CUMMINGS 
TROHINTCAL. ENDESTEIAL SPROCTOTOVTION AND CHART PAPERS 


x 


Eb, THE NEW HAVEN RAMLROAD 


3 the wide range of McLaurin- 


ers, famed for their ex- 


Waretone, mirror- 


sted paper tor printing, 


vering, Cover and 


work. Guaranteed Flat 
Gummed Papers for 
-kers. Old Tavern Gold and 
Metallics for labels, box 


labels, seals 


printed pieces 


Relyon 


Reproduction Paper for the print- 


A full line Sealing 
ind Gummed Cam- 
boxes, cartons, and 


S 


McLaurin-Jones Papers are advertised regularly in NEWSWEEK and BUSINESS WEEK 


. McLAURIN-JONES COMPANY 


BROOKFIELD, MASSACHUSETTS 


Offices: New York - Chicago - Los Angeles 
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April 15-19. National Assn. of Broad- 


casters, 29th annual convention, Hotel 
Stevens, Chicago 

April 17-29 American Management 
Assn... packaging conference, Atlantic 
City, N. J. 

April 19-21. American Assn. of Ad 


vertising Agencies, 33rd annual conven- 
tion, The Greenbrier, White Sulphur 
Springs, W. Va. 

*April 19-21. Canadian Daily News- 
papers Assn., annual meeting, Roya‘ 
York Hotel, Torento 

April 24-26. American Newspaper Pub 
lishers Assn., annwal convention, Waldorf 
Astoria, New York 

April 28-29. Mail Advertising Service 
Assn., seven-state conference, Cleveland 

April 29-May 2. National Newspaper 
Promotion Assn., annual convention 
Wardman Park Hotel, Washington, D. C 

*May 10-12. International Council of 
Industrial Editors, 10th anniversary con- 
vention, Congress Hotel, Chicago. 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va 

May 17-18. Public Utilities Advertising 
Assn., annual convention, Hetel New 
Yorker, New York 

May 21-22. Inland Daily Press Assn., 
spring meeting. Congress Hotel, Chicago 

*May 28-29. National Assn. ef Magazine 
Publishers, annual meeting, Pocono Man- 
or Inn, Pocono Manor, Pa 

*May 28-31. Periodical Press Assn., an- 
nual meeting, Royal York Hotel, Toronto. 

May 31-June 2. National Sales Execu- 
tives convention, Waldorf-Asteria, New 
York 

June 1-3. National Business Publica- 
tions, spring meeting, The Homestead, Hot 
Springs. Va 

June 4-5 New England Newspaper 
Advertising Executives Assn... Hartford, 


June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopoli 
tan Hotel, Denver 

June 20-22. American Marketing Assn 
conference, Hotel Statler, Detroit 

June 24-27. Nat.onal Industrial Ad- 
vertisers Assn., ann val conference, Wal- 
dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Class!- 
fied Advertising Managers, 3lst annual 
cenvention, Mount Royal Hotel, Montreal, 
Can 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
pol:itan Hotel, Denver 

July 7-13 International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 
Federation of America, 339 W. 42nd St., 
New York 18 

Sept 5-8. National Assn. of Photo- 
Lithographers, annual convent.on and ex- 
hibit, Statler Hotel, Buffalo 

Sept 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen 
tennial Exposition, Hotel Astor New 
York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe 
cialty Fair, Palm House, Chicago 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Sept 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 
Philadelphia 

Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct 13-16. Mail Advertising Service 
Assn., 30th annual convention, Hotel 
Schroeder, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 


ler, Boston 

Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting. Congress Hotel, 
Chicago 

Oct 15-16 Agricultural Publishers 
Assn., annual meeting, Chicago 


Oct 17-19. D.rect Mail Advertising 
Assn., 34th annual conference, Schroeder 
Hotel, Milwaukee 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Nov. 12-15. Financiai Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

December ‘date not yet set) 
Marketing Assn., 
tel Kenmore, 


American 
winter conference, Ho- 
Boston 


Promotes Downytlake Mixes 
Canadian Doughnut Co., Toron- 
to, through J. Walter Thompson 
Co., Toron.o, has launched a new 
campaign for Downyflake mixes 
for white cake, devil’s food, egg 
pancake and egg waffle mix. Ads 
will run weekly through Dec. 6 in 
newspapers in 19 Ontario cities. 


Schedules Sportsmen's Show 

The sixth annual sportsmen’s 
show will be held in the Pan- 
Pacific Auditorium, Los Angeles, 
April 12-22. Outdoor posters, ra- 
dio, television and newspapers will 
be used to promote the event. Ted 
H. Factor Agency, Los Angeles, is 
handling the advertising 


Blomfield Joins KIST 

James S. Blomfield, formerly 
commercial ma ager of KDB, 
Santa Barbara, Cal., has joined the 
sales staff of KIST, Santa Barbara. 
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Sparton Uses Color 
Pages in ‘Collier's’ 
and ‘Post’ in 1951 


JACKSON, MicH., March 6—Spar- 
ton Radio-Television division of 
Sparks-Withington Co. has sched- 
aled a campaign in Collier's and 
The Saturday Evening Post, start- 
ing this month and continuing for 
the remainder of 1951. Ads will be 
full pages in four colors. 

In addition to color pages in Col- 
lier’s and the Post, the company 
will continue its “junior spread” 
insertion in Newsweek every four 
weeks, which is designed to “relate 
the radio-television division and 
the automotive division in the 
minds of both the trade and the 
public,” the company said. 

Commenting on the greatly ex-| 
panded campaign, especially dur- | 
ing a period of increasing short- 
ages, John J. Smith, division 
president, said: 

“We promised our stockholders 
more aggressive sales and advertis- | 
ing. We do not believe that current 
conditions limiting our production 
of civilian goods should cause us 
to postpone starting the program 
for building a place for Sparton in 
the radio and television fields com- 
mensurate with the quality of our 
Sparton products.” 

The new campaign will employ 
a testimonial approach, featuring | 
TV engineers, furniture stylists, | 
and dealers stressing engineering, | 
cabinet design and value. 

Brooke, Smith, French & Dor-| 
rance, Detroit, handles the account. | 
Seek to Pass Bill Banning 
Sale of Goods Below Markurg | 

An unfair sales act has been ih- 
troduced in both houses of the 
Iowa legislature which would pro- 
hibit the sale of any merchandise 
below a set markup formula. The 
bill would exempt perishable mer- 
chandise, items sold at bona fide 
clearance sales, and sales by re- 
ligious and charity groups. It pro- 
vides that the required markup 
shall be 4% above cost and ex- 
penses for wholesalers and 8% by 
retailers. 


Dallas Bank Appoints Two 
Clifton Blackmon, formerly di- 
rector of publicity and advertising 
of the Dallas Chamber of Com- 
merce and editor of its official 
publication, has been named an as- 
sistant vice-president of the First 
National Bank of Dallas. He will 
serve as director of advertising 
and public relations. Marshall S. 
Cloyd, vice-president, who has 
served as advertising director of 
the bank, has also been named as- 
sistant trust officer and will super- 
vise the advertising and promotion 
work of the trust depar:ment. 


Wamsutta Sets Fabric Push 
March 20 will see Wamsutta 
Mills, New Bedford, Mass., kick 
off the “biggest fabric promotion 
of 1951” with a spread in Simplicity 
Pattern Book. This will be followed 
by five pages (two in full color) 
in the April Vogue, four full-color 
pages in the May Harper's Bazaar, 
two pages in McCall's Pattern 
Book and two in Vogue Pattern 
Book. McCann-Erickson, New 
York, is handling the account. 


Goodrich Names Stenger 


Gilbert F. Stenger, formerly 
assistant manager of accessories 
sales for B. F. Goodrich Co., 
Akron, has been named fleet sales 
manager of the company’s truck 
tire sales department. He succeeds 
Howard F. Kidwell, who has been 
transferred to Detroit in the com- 
pany’s automotive, aviation and) 
government division. 


Schick's New Ads to Break 


A spring campaign that uses a 
“follow the crowd” theme will be 
used by Schick Inc., Stamford, 
Conn., for promoting its Schick 


20th anniversary model, introduced 
last fall. Four pages in full color 
are scheduled to start this month 
in Life and The Saturday Evening 
Post. Kudner Agency, New York, 
handles the account. 


this is 
— 


without 


It’s a farm market, the richest on earth. It's a mass market, 
dominated by farmers. You can’t sell Mid-America without the farmer 
—nor the magazine that concentrates on him alone. 


pers Farmer 


ells MID-AMI 


the richest Farm market on earth! 
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Criticisms of Advertising 

With some reluctance, ApverTISING AGE takes issue with the Febru- 
ary 15 issue of “Grey Matter,”’ published by Grey Advertising Agen- 
cy, which is devoted to “mob violence in advertising.” The reluctance 
ig engendered by the fact that we agree with much that “Grey Mat- 
ter” says, but we thoroughly disagree with the tone and the implica- 
tions of what it says. 

“Grey Matter” inveighs against advertising men who have “sud- 
@énly become virtuous, self-righteous and even quite holier-than- 
thou” in connection with the television manufacturers’ advertising. It 
Sys “the business of advertising simply cannot now afford the lux- 
ury of mob-inspired mayhem directed against advertising by admen,” 
afd that “the various advertising media take particular delight in 
pWblicizing defamatory remarks about advertising—when, of course, 
tose remarks concern a competing medium.” 

It suggests, if it does not actually say so, that it is all right to fight 
within advertising for improvement, but highly dangerous to let the 
pablic in on the battle. 

Advertising,” it says, “has always occupied a unique status in this 

tion. Not merely the intellectuals, but our masses as well have in- 
a. to ridicule and even revile advertising. Simultaneously, they 
have been influenced to favorable action by advertising! 

*“So long as public opposition to advertising remains merely vocal— 
while the public continues to respond to advertising appeals—that 
afiomolous situation simply represents merely a potential hazard. But, 
ig highly-charged times, jit would not take much to snap that slender 
thread—particularly when so many of our ‘social planners’ and our 
‘economic planners’ are fiendishly hacking away at that self-same 
slender thread. And so many of our instructors in economics, too. 

“Advertising needs democratic disagreement—as does any human 
activity. But that disagreement should be reasoned and genuine. Too 
little of it is! 

“Let us fight among ourselves for advertising’s improvement—but 
let us fight united against those who make no secret of their aim to 
destroy advertising. And, in fighting among ourselves, let us fore- 
for the very good reason that there 


swear any holier-than-thou pose 
are few among us privileged to cast the first stone!” 

ApvVERTISING Ace wholeheartedly concurs with “Grey Matter’s” as- 
sertion that jubilant public presentation of the faults or alleged faults 
of one medium by another medium do the whole advertising business 
harm and should be stopped. We agree, too, that some of the raucous 
ridiculing of advertising and advertising people which takes place in 
advertising—particularly on the airwaves—is not only in bad taste but 
extremely detrimental to all advertising. We also agree that there are 
some people in advertising who do not like advertising and do their 
best to tear it down in any way they can, even though they perish in 
the destruction of their own business. 

But we definitely do not like the implication that advertising peo- 
ple are obliged to defend the propriety and value of all advertising in 
their contacts with the non-advertising public. We do not believe that 
it is sensible or sound, or even honest, to defend the clearly indefensi- 
ble, even though we will quickly concede that criticisms should be 
“reasoned and genuine.” 

We want no holier-than-thou attitude, and on that point “Grey 
Matter” scores heavily; but neither do we want any we-all-do-it-all- 
the-time-so-why-get-excited attitude. 

Defending advertising which is defensible is a duty to everyone in 
the advertising business, and it shou!d not be taken lightly. But the 
public's appreciation of lawyers will never be enhanced if all lawyers 
defend everything any lawyer does, just because he is a lawyer; and 
the public's appreciation of the enormously useful role which adver- 
tising plays cannot be enhanced if all advertising men defend all ad- 
vertising, merely because it is advertising. 


—Angostura-Wupperman Corp. 


“There's a certain amount of customer dissatisfaction 
because you forgot the Angostura.” 


| 
| 
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| What They're Saying | 


| 
| 
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Industrial Ad Problem 

Industrial advertising faces 
heavy responsibilities in the mo- 
bilization of the nation’s produc- 
tion strength. 

As a necessary link in the na- 
tion’s communications system, in- 
dustrial advertising must share in 
the job of making up for deficien- 
cies in manpower, materials and 
machines...of conserving and 
utilizing them to the fullest. 

Industrial advertising during 
this emergency must render serv- 
ice. Every advertisement and every 
piece of literature should contrib- 
ute something from the company’s 
specialized experience toward 
making our manpower more skill- 
ful and more resourceful. This 
means being informative about 
products, presenting facts about 
methods and techniques—in short, 
educating. 

The result in the long run will 


be that, besides serving the nation | 


in an emergency, such advertising 
will sell a company and its prod- 


;ucts when selling returns to the 


| dictionary. 


—Fred Wittner, 
Wittner Advertising, 
“Advertising that 

agency house organ. 


president of Fred 
New York, in 
Makes News,” 


Secretarial Statistics 

In a survey conducted among 
some 400 secretaries throughout 
the country, Today’s Secretary 
discovered that the average secre- 
tary: 

Pays $11 a pair for shoes, has 
five pairs of them, needs seven 
blouses, four skirts, three suits 
and four dresses for office wear, 
pays $6 apiece for blouses, $8 for 
skirts, $40 for a suit and $16 for a 


| 
dress. 

In addition, she has four pairs 
of gloves, pays $4 a pair; has three | 
bags costing $8 each, and three 
hats at $7 each. She has four scarfs 
at $2 apiece and two eye-catching 
belts at $3 each. 

Ninety per cent of the secretaries 
polled said they had at least one 
watch and the average price paid 
was $70. Forty-six per cent said 
they invested in $20 worth of 
permanents, at beauty shops, dur- 
ing the year; 28% liked home 
permanents, at $5 a year, and 26% 
either have naturally curly hair 
or let it fall down into their note- 
books. 

The average secretary, Today’s 
Secretary discovered, pays under 
$35 a year for office cosmetics—$6 
for lipsticks, $3 for powder and $2 
for rouge. Cologne costs about $8 
a year. Three dollars a year goes 
for nail polish and emery boards. 


—News release from Gregg Publish- 
ing Co., New York. 


Ads Must Advertise 

Advertising must advertise, says 
the U. S. Tax Court, to make it a 
deductible expense for tax pur- 
poses. 

James Schulz, a manufacturer 
and importer of watches and jew- 
elry, paid $400 to enter his horse 
“Schulztime” in a horse show. He 
claimed this sum as advertising for 
his business, but the court dis- 
allowed it. 

The horse’s name “was so subtle 
and the entry of a horse in a show 
so far removed” from Mr. Schulz’s 
business that it could not reason- 
ably be expected to advertise it, 
said the court. 

—Wall Street Journal, Feb. 28. | 
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Rough Proofs 


For the first time in history, re- 
ports the Bureau of the Census, 
women outnumber men, a statisti- 
cal fact that alert perfume makers 
will be happy to exploit. 

+ 

“Experienced agency man wants 
job in small town,” says the classi- 
fied ad. 

He’s anxious to get out of the 
double-Martini-lunch and _ ulcer 
belt. 

es 

One of the causes of client-agen- 
cy friction uncovered by Apver- 
Tisinc Ace is “difference of opin- 
ion,” which it may be assumed is 
responsible for a lot of things be- 
sides horse races. 

2 

Probably feeling sympathetic 
with scrap book manufacturers, 
AA has just reproduced three of 
the world’s greatest advertise- 
ments, “The Penalty of Leader- 
ship,” “The Priceless Ingredient” 
and “Somewhere West of Lara- 
mie.” 

e 

Rereading with nostalgic affec- 
tion that sprightly copy identified 
as “Somewhere West of Laramie,” 
old-timers in the business are 
forced to concede that Ned Jordan 
was a better adman than automo- 
bile builder 

. 

“Every effort must be made to 
reduce the size of the federal bud- 
get,’ President Truman, 
whose solution of the problem has 
nothing to do with cutting govern- 
ment spending. 


says 


- 
“Down in the South,” says 
Southern Farmer, “grandmaw, 


puffing her corn cob, is losing out 
to grandpaw, smoking Chester- 


| fields.” 


As long as General MacArthur 
favors corn cobs, grandmaw may 
feel she’s in very good company. 

e 

“Going, going, gone,” a once 
famous advertising phrase, was 
quoted recently as the headline for 
a newspaper editorial, the writer 
of which may not have remem- 
bered that it turned out to be the 
obituary of Herpicide. 

oa 

New advertising for Peter Pan 
bras will feature “hidden treas- 
ure,” the news story says. No doubt 
the price angle will be given spe- 
cial emphasis in the campaign. 

s 

Ed Kobak, the new chairman of 
Broadcast Advertising Bureau, 
will now have an opportunity to 
cross swords with his old friends 
in the magazine and newspaper 
publishing business. 

o 

“She's the expert the experts 
look up to,” says the headline, and 
it wasn't referring either to Eliza- 
beth Arden or Mary Margaret Mc- 
Bride. 


e 
It’s a long track that has no 
turning, and Fred Wilt finally 


caught up with the elusive wisp 
from Madison, Wis., the champion 
miler, Don Gehrmann. 

- 

They say small-town speed-trap 
operators in Florida are doing 
their best to give the tourist pro- 
motion of the state’s famous resort 
areas a sour tang. 


Copy Cus. 
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Thousands of the people who 
live here in Montgomery 
County work and shop in 
Phitadelphia. Yet statistics 
say this is not Philadelphia! 


ives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 


— BUT right here on 
the south side of the 
street is Philadelphia! 


Watch carefully when you sell America’s 3rd Market. 
Entirely different in market patterns. Cities and Suburbs 
overlap! The Inquirer covers both! 


This picture proves what The 
Inquirer’s been saying all along. 
Official city lines are meaningless 
in America’s Third Market. 


Philadelphia Inquirer circulation 
reaches out beyond the “city”... 
out into the growing, prospering 
suburbs and surrounding towns: 
the vital half of the FOUR BILLION 
DOLLAR Philadelphia market. 


1950 Census figures prove The 
Inquirer's long-held contention. 


Half the people—half the sales—in 
Philadelphia are outside the city 
area. Today it’s 53% of the entire 
market population. And growing! 
Up 22.7% as compared with the 
city’s 6.5% increase in the last 
decade. 


Schedule The Inquirer. Cut through 
the maze of complicated statistics. 
Get full coverage in important sub- 
urban areas—plus—intense cover- 


age within city limits. 


Philadelphia Prefers The Inquirer 


Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 * 1127 Wilshire Bovlevord, Los Angeles, Michig 
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.-Henry’s got that 
libigoshish look, aga 


A pony of pertinent advice to advertisers of potent potables ) 


MRS. HENRY PERKINS is annoyed with Henry. 


Once more the Perkins back yard is redolent of aromatic 
spirits of refreshment and succulent steaks sizzling on the 
grill. As usual, the corporeal being of Henry Perkins, attired 
in amateur chef's costume, presides dreamily over the 
barbecue oven. 

The Scul of Henry Perkins, however, ‘is not there. It is 
some 795 miles away on the shores of Beautiful Lake Winni- 
bigoshish breathing deep of the pine-scented air and 
smacking its lips over a generous three fingers of whiskey 
poured neat into a dented cup, while bacon sputters in 
the pan. 


‘This interesting transmigration of spirit occurs when- 
ever Henry Perkins is exposed to the aroma of good food 
and good liquor in the out-of-doors. His eyes get that far- 
away look, his nostrils twitch as he recalls how wonderful 
everything tastes up in God’s Country where the deer and 
the antelope play and the skies are not cloudy all day. 


The best drinks, the best meals that Henry remembers 
were savored beside a roaring fire after a chill session in a 
duck blind or an afternoon spent sloshing over mossy 
rocks in search of elusive trout. 

This attitude obviously infuriates Mrs. P. who is a 
competent performer in the Pot and Pan Dept. and likes 
her refreshments served decorously under a roof. It also 
seems to baffle a good many advertisers of high-quality 
beverages who feel called upon to illustrate their ads to 
sportsmen with hot-house characters who never venture 
out of a drawing room and would quail at the call of a 
loon if they heard it. 


Nevertheless, this is the attitude of Henry Perkins and 
quite a few million other sportsmen. ‘Take it or leave it. . . 
and if you leave it, you’re missing a bet. 

Because there are sales to be made... plenty of them 
... by advertising correctly and directly to the Henry 
Perkins kind of gent. To nail him in the heart and mind 
and pocketbook, you'll picture your product the way he 
dreams of it... as a fitting reward for a good day’s work 
in the out-of-doors ...as a pleasant relaxation for men 
who deeply enjoy the good things of life . . . as a part of the 
good fun and good fellowship sportsmen find together. 


This specialized approach is known as “looking for the 
sportsman angle”. . . and it is just as important to adver- 
tisers as never underestimating the power of a woman. 

Many products...from whiskey to whisk brooms, 
brandy to bran flakes... have a “sportsman angle” that 


can be exploited for important sales in this four billion 
dollar market. 


Of course, when you’ve got your “sportsman angle” 
there’s just one more thing to do. Put it to work in the 
magazine that Henry Perkins and others like him read 
with a strange and wonderful enthusiasm . . . a magazine 
that gets cover-to-cover perusal from Henry and his friends 

. a magazine that catches men in their mellowest, most 
relaxed mood and makes them receptive, as no other 
medium can, to a sales story that’s slanted to the sportsman 
and makes sense to him. 


It’s “Sports Afield”’. 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


THE PROGRESSIVE SPORTSMAN’'S MAGAZINE 


J by, 


—— 
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CCA to Issue Rules 
Guide, Yearbook; 
Adds Eight Members 


New York, March 7—Controlled 
Circulation Audit has created a 
new auditing policy committee for 
interpretation of the CCA’s new 
rules and regulations. First action 
by the committee will be the pub- 
lication of a guide book for mem- 
bers to assist them in conforming 
to the new rules. 

George Riddle, manager of the 
advertising media division of Gen- 
eral Electric Co., is chairman. 
Other members include: George 
C. Buzby, vice-president of Chil- 
ton Co.; Rufus Choate, president 
of Scott-Choate Publishing Co., 
and Scott Pattison, vice-president 
of G. M. Basford Co. 


s In addition, Controlled Circula- 
tion Audit has announced that it 
will issue a CCA yearbook, prob- 


ably this month, instead of its con- | 


ventional membership roster. The 
book will include information on 
what controlled circulation is; the 
role of CCA; how the organization | 
is operated; what it offers mem- 
bers; information on dues, and a 
roster of members. 

Since Jan. 1, six publications and 
two agencies have joined CCA. 
The agencies are Brooke, Smith, 
French & Dorrance, Detroit, and| 
Ward Wheelock Co., Philadelphia. | 
Publications include: American 
Boxmaker, Chicago; American Pa- 
per Converter, Chicago; Gas Heat, 
New York; Kentucky Beverage 
Yournal, Frankfort, Ky.; Parts 
Jobber, Chicago, and Plant, St.| 
@oseph, Mich. 


KBIS, Bakerstield, Bows 


Station KBIS, Bakersfield, Cal., 
1,000 watt independent owned by 
MMarmat Radio Co., has begun 
@perations on 970 kc. James L. Mc- 
Dowell is general manager; James 

Rennie, station and commercial 
Manager; Guy Marchetti, assistant 
general manager; George Crofford, 
om director, and Richard 

ampson, chief engineer. Studios 
@re at 957 Oak St. The new AM 
Station will operate in conjunction | 
with the FM _ station, KMAR, 
which began operations last year. 


Ryan Joins Kiesewetter 

Morgan Ryan, formerly program | 
Wirector of American Broadcast- 
ing Co., has joined Kiesewetter As- 
sociates, New York, in an execu- 
tive capacity. 


PUNCHES sheets ond cc 


or weight, quickly, accurotely | 


ers of any size 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 
or plant 


Add prestige color . . . atten- 
tion-compelling appearance to 
reports, presentationg, catalogs 
GBC plastic binding equipment’ 
wuletity ...@asily... economically 
binds loose pages of all sizes 
into handsome custom-made 
booklets. Pages turn easily 
lie flat. Complete office equip 
ment costs less than a type 
writer...saves 50 over old 
tashioned fastener-type covers. 
Anyone can operate, 
NG 


*PATENT PEN 
BR, SPECIAL TRIAL OFFER 
MEM § Send today for information 
and 2 handy pocket memo 
books bound on this equip 
ment. No obligation. 
General Binding Corporation 
808 W. Beimont Ave., Dept. AA-2 
Chicago 14, ii, 


Broadcasters Elect Wise 


Harry H. Wise Jr., West Coast | 


manager of George P. Hollingberry 
Co., has been elected president of 
the Los Angeles chapter of the Na- 
tional Assn. of Radio Station Rep- 
resentatives. 


Inland Press Elects Three 

Inland Daily Press Assn., Chi- 
cago, has elected to membership 
the Gazette, Stillwater, Minn., the 
Press-Times, Wallace, Ida., and the 
Times, Fort Morgan, Colo 


| Erbeck Joins Keystone 

John K. Erbeck, formerly with 
Lloyd, Chester & Dillingham and 
Campbell-Ewald Co., has been 
named executive vice-president 
and director of Keystone Photo- 
| Engraving Corp., New York. 


Rawlins to Abbott Kimball 

M. Morgan Rawlins, formerly 
with Erwin, Wasey Co. and Grant 
Advertising, has joined Abbott 
Kimball Co., New York, as an as- 
sistant account executive. 


KTMS Building New Studio 

KTMS, Santa Barbara, Cal., has 
begun construction of a new build- 
ing adjacent to its present studios 
at De La Guerra Plaza. The new 
annex will be shared with the 
Santa Barbara News-Press, which 
owns the station. 


Majestic Appoints Lester 


Majestic Records, Los Angeles, | 


has appointed Lester & Minor to 
handle its advertising. An exten- 
sive trade campaign is planned. 


Advertising Age, March 12, 1951 


| Harrison Names Golden V. P. 
Richard J. Golden, general sales 
manager of Harrison Products Inc., 
San Francisco, maker of NoDoz 
Awakeners and Shut-eye sleeping 
tablets, has been named vice-presi- 
| dent in charge of sales for the com- 
pany. 


Leicht Joins Maxon Agency 

Raymond J. Leicht, formerly 
with Geyer, Newell & Ganger, has 
joined the copy staff of Maxon 
Inc. in New York. 
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| Home Beauty Jamboree} 


| Here Hopewell neighbors get together at 


wn had & bit for her partic 


stimutacing © 
. then & tes oneevery woman should 


Se OT 


—a mw » BE: Bae | a 


: 
There's charm in a smile 
stich and « real charmer are 


my Norma Hull, 


sene Hudson's home for a complete beau 


Rut side partners to & lip- 
2 good toe thrush, efiec- 
to keep the mouth 
Walker, 


ty treatment for dry or tty < 
with cream for conditioning, tee. Here they are after giving bobby 


... the most dynamic 
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Beauty for Tots, ‘Teens and Mothers 


By Ruth Hogeland 


A journey to the land of the Blue 
Ridge proves, for all ages, it’s 
little things that make up beauty. 


yourself—but be your best self. The mothers 
of Hopewell Home Demonstration Club, Mor- 
ion, North Carolina, are 8° convinced this is 
one qual their daughters should pursue they — 
a ngh-school guidance plan with that aim in mind. 
part, that, to have appeal and a 
girls don’t have to be 
good-looking, clean, take 
4 clothes. Smart 
nboree. And to 


gant 


It pointed out, in 
personality-plus rating 
ly 
queens, just reasonabl 
good care of their faces, hair am 
of a jam 
mothers, said we. Deserving 

uote Morganton News Herald, “Such a lot of per- 
commen has never been known before in any —_ 
community in Burke County . . . the women = 
their daughters got plenty of information on 
latest beauty and grooming tacucs, and were ; 
models for all the ‘beauty fixings.” The pictures te 
the story of the happy time.” (Contiowed on Poge 118) 


Snanludaved School, 
iL. C. Broome. of Salem Com 
Ona ceon-agers’ health-and-beauty eBortessestre- 


pin permanente in the school's 
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Hawkins Joins Ringer World Sound to Hauptman 
Charles J. Hawkins, formerly; H.W. Hauptman Co., New York, 
Los Angeles manager of Barnes has been appointed to handle the 


New York, producer of mass dup- 
Los Angeles, as an account exec-|lications of magnetic tape record- 
utive. | ings. 
| 


Station WMSC Names H-R- —| Widmarrk Joins Station WMT 

WMSC, Columbia, S. C., has ap- Robert E. Widmark, formerly 
pointed H-R Representatives as in the Chicago office of Meredith 
its national representative. The Publishing Co., has joined the sales 
1,000-watt CBS station formerly | department of Station WMT, Cedar 
was on the Avery-Knodel list Rapids, Ia. 


| Simmons Elects Simonson 

Charles A. Simonson, eastern 
manager of American Builder, 
New York, has been elected vice- 
president of Simmons-Boardman 
Publishing Corp., publisher of 
American Builder. 


'Graham Names Hansen-Tipton 
Hansen-Tipton Co,., San Carlos, 
Cal., has been appointed to handle 
the advertising of James Graham 
Mfg. Co., Newark, Cal., manufac- 
turer of Wedgewood gas ranges. 


Ad Balloon Makes a Transatlantic Trip 


E.izasetu, N. J., March 6—A toy 
balloon bearing the advertising 
message of L. Kolker’s toy store in 
Elizabeth, N. J., recently completed 
a transatlantic flight from New 
Jersey to Barrow-in-Furness, Eng- 
land. 

News of the balloon’s amazing 
flight was received when L 
Kolker, owner of the store, re- 

| ceived a postcard from a resident 


ie ae eee 


beauty-edit 


That's what a leading cosmetics manufacturer said of Country Gentleman's 
“Home Beauty Jamborees”—a series of “personal care” demonstrations 
staged in farm women’s homes . . . and reported on Country Gentleman's 
pages for its 3,500,000 women readers nationally. Overwhelming response 
shows rural women are today’s most eager customers for beauty products. 


j Chase Co., San Diego agency, has! advertising of World Sound Co., 
joined Lee Ringer, Advertising, 
{ 


Tue Latest Home Beauty Jam- 
boree report —title page reproduced 
at left—indicates why this new idea 


ten years here in Burke 
It is impossible to judge 


gram.” 
Just one more example 


in beauty editing is such a spectacu- 
lar success. It brings personal im- 
provement into practical reality for 
every rural woman through the ex- after month, are giving farm 


ample of real rural women just like useful help to live better . . 


herself. they help them farm better with 
| Read what the Home Demonstra- practical, down-to-earth articles. 
tion Agent of Morganton, N\.C., © That’s why Country Gentleman 
4 comments: “Country Gentleman gets the greatest response from the 
has been responsible for more — people of Rural America . . . who 


growth in rural living than one 
person could have accomplished in 


i Proof of Powerful Impact 


the nation. 


and women heads of subseriber homes: 


6 out of 10 families get useful farming ideas from it, and 
over 3 out of 4 of these recalled specific ideas. 


Women in 6 out of 10 homes get useful service ideas from 
| it, and over 3 out of 4 of these recalled specific ideas. 


i 96.2 of families read the advertising. 3 out of 4 families 
| get buying ideas from it, and over 3 out of 4 of these 
} recalled specific ideas. 


They spend more time reading Country Gentleman, return 
to it more often and like it better than any of the other 
big farm magazines. 


That's why Country Gentleman is Ist among farm magazines— 12th 


among all magazines—in advertising revenue. 


County. 


good that comes from such a pro- 


Country Gentleman editors, month 


spend every third dollar at retail in 


The most penetrating study of farm magazine readership ever made 
recently proved these facts about Country Gentleman’s influence with men 


the real 


An independent survey 
Country Gentleman women readers use hand 


shows 92.7% of 


lotions. Typical reason why is the activity of 
these women of the Brown family, N. Y. 


of how state orchardists. 


families 
. just as 


Reason? Social life 


Jontana ranchers. 


83.4% of Country Gentleman women readers 
use shampoos, according to same survey. 
of 
ow like these youngsters of the Nortons, 


prosperous farm 


Over 83% of Country Gentleman women re- 


ported using face creams, 
using cleansing creams. E 
ful outlook of women like Mrs. 
Mississippi, attractive partner of cotton- 


farming husband. 


66.2% of these also 
xplanation: Youth- 
Dean of 


: Me 


With the March issue, Country Gentleman 
becomes the first farm magazine ever to 


carry @ million dollars of advertising in 
single issue. 


re 


= 


of the English community, who 
wrote: 

“A balloon of yours was picked 
up here...Thought you might be 
interested to know how far it had 
flown.” 

The balloon was manufactured 
by Pioneer Rubber Co., Willard, 
O., which has promoted its Quala- 
tex balloons as sales message 
media for some time. However, 
the company’s enthusiasm has been 
dampened somewhat in view of 

| a recent government order curtail- 
| ing production of toy balloons. 


‘Otters Editorial Service 

| Walter E. Schutz, formerly ad- 
vertising manager of the Delta 
Power Too! division of Rockwell 
Mfg. Co., Milwaukee, has opened 
his own office in Milwaukee to 
supply editors of craft and general 
magazines and manufacturers an 
editorial service. He will furnish 
articles on how to build home 
workshop projects, how to make 
home repairs, the proper use of 
hand and power tools and allied 
subjects. 


| today’s biggest trend 
mailed sales-appeal! Smart mai 


ufacturers are putting pote 
dramatic sales messages on re 
ords to talk intimate 
persuasively to retailers and dis- 
tributors—all at once—by mail 
| at amazingly low cost! 


RCA has had plenty to do with 
the idea's phenomenal success. RCA 
pioneered in the use of small, non- 
breakable, “mailable” plastic rec- 
| ords. RCA has brought record 
| fidelity to true-to-life perfection, un- 
| marred by surface noise, giving your 
| recorded “salesmen” a unique and 
| effective approach. 


RCA offers the 62-inch “SPIN- 
NER,” | minute and 49 seconds of 
sell per side and the 10-inch 
“PROMOTER” for longer mes- 
sages up to 3 minutes and 15 sec- 
onds per side. Consider their value 
to you! Contact an RCA Recording 
Studio today, Dept. P-3 


120 East 23rd Street 
New York 10. New York 
OR 7.8000 
445 North Lake Shore Drive 
Chicago 11, Illinois 
Whitehall 4-3215 
1016 North Sycamore Avenue 
Hollywood 38, California 
Hillside 5171 


custom 


sales <> 


Radio Corporation of America 
RCA Victor Division 
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JANTITY-1,000,000 
UALITY-€4. 


If youre not advertising in The Elks, you’re miss- 
ing one of America’s most selective male mass 
markets—1,000,000 MEN—more than live ina 
city the size of Philadelphia. And don’t forget— 
Elks earn twice the national average. They can 


afford to buy more . . . more often. 


AGAZINE 


New York + Chicago + Los Angeles - Detroit + Seattle 


4043 RAVENSWOOD 
Chncago 13, [linois 


, Supreme Court Refuses 


State Censorship on TV 

The U. S. Supreme Court has 
upheld five Philadelphia, Pitts- 
burgh and Lancaster TV stations 
in their fight to prevent Pennsyl- 
vania state censorship of films to 
be shown on television. The court 
refused to review the case on an 
appeal brought by the Pennsyl- 
vania State Board of Censors. The 
U. S. district court and the circuit 
court of appeals in Philadelphia 
had both held that Congress al- 
ready has authority over TV 
through the FCC. 


Goebel Signs for Tigers. 
White Sox Broadcasts 

Goebel Brewing Co., 
will sponsor broadcasts of all De- 
troit Tigers ball games during the 
training season. The 22 broadcasts 
wiil be carried over 46 stations. 

Goebel also will co-sponsor 
broadcasts for all Chicago White 
Sox games, home and away, 
over Chicago stations WJJD (day 
games) and WCFL (night games). 
Brooke, Smith, French & Dorrance, 
Detroit, is the agency. 


Settle Strike Threat 


Negotiations to settle a photo-| 


engravers’ strike threat were con- 
cluded March 1 between the Photo 
Engravers Union and the Photo 


York. The union won a $7 pay 
increase across the board, and a 
third week of vacation with pay, 
starting in 1952. A manpower com- 
mission will be set up to study 
training of more apprentices 


Typographers Name Singleton 
Jerry Singleton, formerly with 
the Pressed Steel Institute, has 
been named executive secretary of 
Advertising Typographers Assn. of 
America and of its New 
group. He succeeds Albert 
hams, who has retired. 


Abra- 


MANZ CORPORATION, in its ezghty-five years of expe- 


rience, has proved that effictent planning of your 


printing needs and sound reasoning with budgeted 


production are the year-in and year-out basics in 


sales engineering. 
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Detroit, | 


Engravers Board of Trade of New | 


York | 


J. Hugh E. Davis, executive v. p. of Foote, Cone & Belding, Chi- 
cago, and Jennifer Holt were married a week ago. Jennifer, daugh- 
ter of the late Jack Holt of movie fame, stars in the NBC-TV show, 
“Panhandle Pete and Jennifer.”. . 

The Saturday Evening Post’s editor, Ben Hibbs, has been nomi- 
nated by President Truman as a member of the U. S. Advisory Com- 
mission on Information, which advises the President and the State 
Department on the operation of the Information Service, including 
“Voice of America.” He would succeed Mark Ethridge, publisher of 
the Louisville Courier-Journal and Times, who resigned because of 
ill health... 

Peter Olsen (Olsen Publishing Co., Milwaukee) and his wife Ja- 
net are parents of a baby boy they’ve named Gregory Lester. The 
Lester, of course, is for the baby’s grandpa, Lester S. Olsen, presi- 
dent of the company... Frank J. Slauf, head of Slauf Advertising 
Agency, Chicago, and his wife, Annemarie, announced the arrival 
of a new star, Kenneth Edward, in an amusement page layout ad- 
vertising the American premiere of “The Newcomer.”. . 

L. S. Chadwick, who joined Perfection Stove Co., Cleveland, in 
1912 and became president and chairman in 1922, has decided to 
take things easier. He has announced his retirement, which takes 
effect March 13... Still at it is Thomas H. Warnock, 88, co-founder 
and editor of the Record, Meriden, Conn. Besides being editor of 
the Record, which he and the late E. E. Smith (father of Wayne C. 
Sm’‘th, present publisher) founded, he is chairman of the Meriden 
Record Co. 


eRe >y 


BIG CATCH—Harley H. Noyes, vice-president and advertising director of Oneida 

Ltd., accounted for some 200 pounds of catch within six hours, off Key West recently. 

The adman (whose Community silverplate is placed by Batten, Barton, Durstine & 
Osborn) insists that the name of the charter boot was “Lucky Strike.” 


Toledo Edison Co.’s ad manager, Joseph F. More, has been named 
Toledo’s director of civil defense. He retains his Edison job, having 
been made available by his company on a part-time basis. . . 

Harry Guest, president of Meldrum & Fewsmith, Cleveland, is a 
judge for local entries in the nationwide essay contest, “Selling as a 
Career,” sponsored by the National Sales Executives... Michael 
Brown, TV writer-producer at Malcolm-Howard, Advertising, Chi- 
cago, in collaboration with publicist Chuck Moses, has sold a screen 
story to James S. Burkett Productions, Hollywood. Scheduled for 
fall production, the picture, tentatively called “Rebel Lady,” will be 
released through Eagle-Lion. . . 

When Life went to a “Kid’s Cooking Party” a few issues ago, they 
picked out the Westport, Conn., home of Henry Matoon, Ruthrauff 
& Ryan v. p. One of the pictures shows Henry, with a dubious look 
of approval, sampling the talents of his daughter, Nancy.. . 

Newsweek Publisher Ted Mueller, who led his company’s contrib- 
utors over to the W. 40th St. blood bank in New York, was gratified 
to learn that the weekly landed in the top bracket among business 
organizations making group donations to the Red Cross... Harry 
Van Rensselaer, sales manager for the electronic parts division of 
the Allen B. DuMont Laboratories, has been recalled to active duty 
as an air force major... 

Sylvia Porter, financial editor of the New York Post, who ap- 
peared on a recent “People’s Platform” TV program on CBS, spon- 
sored by Household Finance Corp., was rated so photogenic her 
reappearance is practically a certainty. She is the wife of Sumner 
Collins, promotion manager of the New York Journal-American... 

Wallace Patterson, of Farm Journal's Chicago office, returned 
with Mrs. Patterson from a three weeks’ cruise to the West Indies 
Feb. 18 to find they had missed some of Chicago’s most violent win- 
ter weather... 

Charles R. Bird, manager of the Philadelphia-Camden branch of 
General Outdoor Advertising Co., received the Philadelphia High- 
way Traffic Board's Safety Man of the Year award for his out- 
standing efforts on behalf of safety in 1950 Robert Vance, co- 
publisher of the Herald, New Britain, Conn., played the father-of 
the-bride role in absentia when his daughter, Joanne Elizabeth, 
was married in Paris to Kenneth Lash, professor of English at the 
University of New Mexico... 

Walter A. Stewart, midwestern division manager for Stecher- 
Traung Lithograph Corp., who is recuperating from a recent ill- 
ness, has been given a six-month leave and will go to Florida for 
an extended vacation. Taking over in Chicago during his absence 
is Hal W. Johnston, v.p. and director of sales... John Harper, 
Mutual Broadcasting account executive in Chicago, has been re- 
called to active duty. Lt. Harper (Marine Corps) has reported to 
Camp Pendleton, Cal... 
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To get the sales volume 


you need, get the facts of the 


Chicago Tribune 
Consumer-Franchise Plan | 


Today’s pattern in retailing— 
fewer brands per classification, 
increasing reliance on self serv- 
ice; closer attention to turnover 
and volume—reveals the inade- 
quacy of “token” advertising. 

What retailers want to sell is 
what their customers want to 
buy. They cannot be expected 
to stock and push a line with 
only a smattering of advertising 
behind it. 

To keep up with the changes 
in retailing, advertising must 
build a consumer franchise—en- 
joyment of an important share 
of the day-in, day-out buying 
by consumers. It must bring 
enough pressure on consumers 


to keep them buying your brand 
in the face of competitive pro- 
motion. 

To help advertisers in the Chi- 
cago market, the Chicago Trib- 
une has developed a sound pro- 
cedure that can develop the con- 
sumer franchise for your brand 
that will get it stocked and pushed 
by retailers. It is based on the re- 
tailer’s need and point of view. 
It results in larger orders and 
savings in delivery costs. 

Developed for use in Chicago 
and highly productive here, the 
plan can be used in any market. 
It gives you the benefit of the re- 
tailer’s own promotion without 
resort to deals or cut prices. It 


works in the big-unit field as well 
as in the packaged-goods field. 

Here is a plan that you can 
use to get immediate sales vol- 
ume. It can give you a strong 
market position for future expan- 
sion. It will strengthen your pres- 
ent methods. It will win the sup- 
port of your sales staff and dis- 
tributive organization. 

This is the kind of a program 
that has special appeal to execu- 
tives faced with high break-even 
points. If you want to know how 
it can be used in your business, 
a Tribune representative will be 
glad to tell you about it. Ask him 
to call. Do it now while the mat- 
ter is fresh in your mind. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 


San Francisco 


1333 Tribune Tower 220E. 42nd St. Penobscot Bldg. 155 Montgomery St. 


lies 


Fitzpatrick & Chamberlin 


Angeles 
trick & Chamberlin 
1127 Wilshire Bivd. 
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* Builder of Enthusiasm among Retail Store per- 
sonnel. 


* Winner of the 1950 California Newspaper Adver- 
tising Managers Association First Place Trophy for 
the best merchandising service to National Adver- 
tisers by a California Newspaper of over 10,000 
circulation. 


LEMMIE DUITT has a “Tailor Made Plan” that will 


sell your product in Pasadena and the 


rich San Gabriel Valley. 


PASADENA 


STAR-NEWS 


_ THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


in Kimberly-Clark paper-making... 


79 Quality Checks Mean 
Finer Printing for You! 


BALSAM AND SPRUCE LOGS—READY FOR THEIR DRAMATIC TRANSFORMATION 
INTO QUALITY-CONTROLLED KIMBERLY-CLARK PAPER! 


Now vou can make every impression 
a far better impression — without an 
Increase In printing cost! For at 


Kimberly-Clark, the industry's most 


complete quality control system as- 


sures premium quality press perform- 
ance and reproduction at the cost 
of ordinary paper! 

Y ou’ Ilsee new whiteness and bright- 
ness. feel new smoothness, in all four 


Kimberly-Clark papers. In make- 


ready, on large or small presses, 


you'll discover new economy and 


dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved — 
with less waste. 

So, regardless of your paper re- 
quirements — for long runs or short 
runs, advertising pieces, magazines 
or house organs look to Kimberly- 
Clark for printability at its bes¢. 


lly by CRESMER & WOODWARD, INC. 


7] Testing Concentrated Milk 

r/ Deerfoot Farms is taking pages 
in Boston papers to announce Seal- 
test concentrated liquid milk. Fol- 


Vuitt eé lowing test campaigns in small 
cities, Boston was chosen as the 


* Merchandising spirit of the Pasadena Star-News. 


first major market for a full-scale 
launching of the product. In addi- 
tion to a heavy b&w and color 
newspaper schedule, Hoag & Pro- 
vandie, the Deerfoot agency, is 
using subway posters, radio and 
television spots. 


Two Quit Newspaper Posts 


Frank J. Kinsella, advertising 
director, and James T. Scott, busi- 
ness manager, have resigned their 
positions on the Courier-Post, 
Camden, N. J. Mr. Kinsella had 

| served the paper 29 years, and Mr. 
Scott for 27 years. 


Hutton’s Names Bobley Co. 


Hutton’s Restaurant, New York, 
has named the Bobley Co., New 
York, to handle its advertising, 
promotion and the nightly disc 
jockey show, originating from the 
restaurant. 


Cooked toa pulp! Wood chips, cooked 10 hours 
in acid liquor, form laps of sulphite pulp. Added 
to this basic paper ingredient are rugged Longlac 
sulphate fibers to provide a new, smoother print- 
ing surface, greater folding endurance, brilliant 
new whiteness that /asts. 


Hot off the machine! Precision-coated paper 
winds off paper machines turning out 500 tons a 
day. Only the highest grade white “face-powder™ 


clays are used in the coating process; and with 
the new formula, Kimberly-Clark provides even 
more uniform ink reception, brighter, sharper 


reproduction than ever before. 


An ounce of prevention! Gloss meters measure 


surface contour and gloss of each lot of paper. 


There are many other checks, too—7% in all— 


constituting the industry's most extensive qual- 


ity control system. That's how it’s known each 


Kimberly-Clark paper gives the press perform- 
ance and reproduction of a higher-priced sheet. 


Before choosing any printing paper — Look at Kimberly-Clark coated papers 
New TRUFECT™ Whiter, smoother, folds 


even better than before. Trufect, for letter- 


New HIFECT* Enamel with sulphate: 
ooked fibers added. Permanence, foldabil- 
itv. dimensional stability make Hifect ideal 
for covers or any fine letterpress printing. 


New LITHOFECT™ For offset printing. 
Provides a moisture-and-pick-resistant 
coating. Offers outstanding foldability. Ren- 


ders colors without loss of density. 


press, offers faster ink setting time, greater 


press dependability, finer reproduction. 


New MULTIFECT* An economy sheet 


for volume printing. Now Multifect has 


added strength, better foldability, greater 
uniformity ream-on-ream than ever before 


KIMBERLY- CLARK 


CORPORATION - 
if 
NEENAH, WISCONSIN | =| 


“ry = @66 US PAT. OFF 
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Hahn Says Luckies’ 
Advertising Starts 
New Sales Gains 


New York, March 6—Paul M. 
Hahn, president of American To- 
bacco Co., has reported to stock- 
holders that the company’s consol- 
idated net income for 1950, after 
taxes, was $41,732,716 or $3,942,- 
438 lower than in 1949. Before 
taxes, however, he pointed out, it 
was $2,397,220 higher in 1949. 

“It is gratifying to report,” Mr. 
Hahn said, “that with the impact 
of our new advertising, Lucky 
Strike sales appear to have re- 
sumed an upward trend in a num- 
ber of important markets. Reports 
indicate that in the U.S. armed 
forces, both here and abroad, 
Luckies are the favorite brand. 

“Sales of Pall Mall cigarets con- 
tinued to increase throughout 
1950 at a rate which made this 
brand’s performance outstanding 
in the industry, and definitely 
earned for it fifth place among 
the country’s major brands. Sales 
of Herbert Tareyton cigarets also 
increased notably, at a rate of 
gain as favorable as that of Pall 
Mall. Sales of cigars and smoking 
tobacco also increased,” he said. 

Mr. Hahn also announced that 
he will submit at the company’s 
annual meeting a management pro- 
posal for a substantial reduction 
in the rate of officers’ incentive 
compensation, retroactive to 1950 
for the president and vice-presi- 
dents. 


George Evans Opens Agency 

George W. Evans, formerly vice- 
president and creative head of 
August Burghard Inc., Fort Laud- 
erdale, Fla., agency, has formed his 
own agency, George Evans Co., at 
207 E. Broward Blvd., Fort Laud- 
erdale. The new agency will spe- 
cialize in governmental promotion 
in the industrial, agricultural and 
travel fields and in resort hotel ad- 
vertising. Among the accounts be- 
ing handled by the agency are: 
Broward County Economic Devel- 
opment Commission; the city of 
Hollywood, Fla.; Lauderdale Beach 
Hotel; Marie Antoinette Hotel; 
Stansfield Hotel; Vista Del Mar; 
Fred G. Snedden resorts, and Palm 
Beach Shores Community Devel- 
opment. 


Tyson Agency Promotes Two 

Irwin W. Tyson, vice-president 
and treasurer of O. S. Tyson & Co., 
New York agency, has been elec- 
ted executive vice-president, and 
Thomas W. Hall, account execu- 
tive, has been named a vice-presi- 
dent. Mr. Tyson, son of the founder 
of the agency, has worked in all 
departments of the business since 
joining the organization 11 years 
ago. He also will continue as treas- 
urer. Mr. Hall joined the company 
in 1947. 


| Kerker-Peterson Ups Lied 


Donald L. Lied, formerly a pro- 
| duction artist with Kerker-Peter- 
| son & Associates, Minneapolis ad- 
vertising production concern, has 
| been named art production super- 
| visor of the company. Robert C 
Nelson has joined the art produc- 
| tion staff. 


S. R. Leon Co. Moves 


S. R. Leon Co., New York agen- 
cy, has moved to larger quarters 
at 119 W. 57th St. 


Cpeaphic 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 


PERSONALIZED SERVICE 


679 N. WELLS ST., CHICAGO 10,111. 
WHitehall 4-3450-1-2 
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“For HEAVEN’s SAKE. 


| and see Clifton Webbs = | 


‘*KNOCK’?—This 20th Century-Fox ad, orig- 
inally scheduled for eight newspapers, 
was refused by the Birmingham Mail, 
according to Advertiser's Weekly, pub- 
lished in London. Later, the Coventry Tele 
groph also turned it down. The Mail 
called the ad “a blatant knock at televi- 
sion,” and the agency, Allardyce, Palmer 
Ltd., is surprised ot the papers’ “serious 
view” of the matter. 


25% Tax Proposal 
on Autos, Durables 
Unfair: Henderson 


WASHINGTON, March 7—Former 
Price Administrator Leon Hender- 
son told the House ways and means 
committee today that the treasury's 
proposal for a 25% tax on auto- 
mobiles and durables constitutes 
“pocketbook rationing” which is 
neither fair nor a good source of 
revenue for the federal govern- 
ment. 

The national committee for fair 
emergency excise taxation, which 
he represented, advocated a retail 
“defense excise tax” on a broad 
list of commodities and services, 
as a more fair and practical way 
of raising funds to keep the de- 
fense program on a pay-as-you-go 
basis. 


@ In his statement to the commit- 
tee, Mr. Henderson said the higher 
tax on durables prevents lower in- 
come groups from buying, and re- 
serves available goods for “fat 
pocketbooks.” 

Other spokesmen for the group, 
made up of business executives, 
included Louis Ruthenburg, chair- 
man of Servel Inc., Evansville, 
Ind., and Arde Bulova, chairman of 
Bulova Watch Co., New York. 

Mr. Ruthenberg said that the 
advantage of a retail defense ex- 
cise tax is that it will be promptly 


Wilson Appointed 


Harold K. Wilson has been ap-| 
pointed manager of the new product 
department of Georgia-Pacific Ply- 
wood & Lumber Co., Olympia, Wash. 
and Augusta, Ga. producers of ply- 
woods, doors and lumber. Like most 
other men who are getting ahead in | 
business, Mr. Wilson is a regular Wall 
Street Journal reader. 


| 
j 


(ADVERTISEMENT) 


repealed after the emergency be- 
cause “unlike a manufacturers’ ex- 
cise it would not be hidden.” 

Mr. Bulova said the high tax on 
durables “will not stop inflation . . . 
it will merely change the course of 
inflation to nondurables and serv- 
ices.” 


Maps Fastener Campaign 


Lightning Fastener Co., St. 
Catharines, Ont., will launch a 


| series of cartoon-type ads in 57 


dailies across Canada and three 
weekend papers for Lightning 
fasteners for home sewing. The 
campaign will continue until No- 
vember. In addition, copy will ap- 
pear in a national syndicated ad- 
vertising column. Vickers & Ben- 
son, Toronto, is the agency. 


|Eddy Match Names Hayhurst 


Eddy Match Co., Montreal, has 
retained F. H. Hayhurst Co., Mont- 


real, to handle its advertising. The! 


first ad in a new trade campaign 
features the 100th anniversary of 
the company, and will be followed 
by a series of full-page ads using 
the theme “The Perfect Strike— 
the Perfect Light.” Canadian trade 
publications will be used. 


Class ‘A’ Weeklies Elect 

L. B. Calnan, of the Gazette, 
Picton, Ont. has been elected 
chairman of the Class “A” Week- 
lies of Canada. Other officers elec- 
ted are: J. W. Eedy, Journal- 


Argus, St. Marys, Ont., vice-chair- | 


man, and C. E. Bond, Temiskaming 


Speaker, New Liskeard, Ont., sec- | 


| retary-treasurer. 


Cowan, Whitmore Indicted 
Harold Cowan and Ralph Whit- 
more, principals in Cowan & Whit- 
more, Los Angeles agency, have 
been indicted by a federal grand 
jury on 17 counts of using the 
mails to defraud, for misrepre- 
sentation of Christmas tree orna- 
ments advertised on the radio and | 
by direct mail. Assistant U. S. At-| 
torney Herschel 
charged the defendants with sell- 
ing at least $100,000 worth of mis- 
represented merchandise. 


Appoints Vickers & Benson 

Helene Curtis Industries, Toron- 
to, has appointed the Montreal of- 
fice of Vickers & Benson to direct 
the advertising of both the retail 
and beauty divisions of the com- 
pany. 


E. Champlin | 


21 


Set Classified Clinic Meet 

The Northwest Classified Clinic 
will be held in Seattle, March 30- 
31. The possibility of starting a 
regional organization will be dis- 
cussed at the conference, the first 
meeting of its kind to be held in 
the Northwest. Les Jenkins, clas- 
sified ad manager of the Seattle 
Times, is general chairman of the 
clinic. 


CUT HIGH ART COSTS! 


Use Scivers Seudio Stock Illus 
tranons! Select from thousands, 
ay only $1 for those you use 
Strictly limited to recognized 
agencies and national ade Mers 
Write today on business letcer- 
head for free brochure and “use 


commract. STIVERS STUDIO 


o7 MAIN ST + SAN FRANCISCO 5. Cal 
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This building material merchant sells $100,000 worth of merchandise PER MONTH — 60% of which is strictly retail business. 


Regulation 


marks the spot 


where selling starts 


Yes, Regulation X is the spot from which building material merchants like this really started to sell. 


Half the lumber and material merchant's business is little affected by defense restrictions: 
remodeling, maintenance, repairs, over-the-counter sales to 46,000,000 families and farmers, plus the 


still vast volume of new construction by the dealers’ 100,000 builder 


and contractor customers. 


This super-market building material merchant is selling adhesives and axe 
handles, hardware and hardboard, grass seed and garages — $7,787,000,000 
worth of building products and related home service items annually. 


BSN’s more than 19,000 lumber and building material dealer-readers, including 
more than 8,000 super-market merchants like the one pictured above, average 
more than $300,000 in sales annually. This modern merchant is headquarters for 
building in his town — and the biggest merchant in the average town. 


He can build sales for your product. 


Building Supply News 


5 South Wabash Avenve 


© Chicago 3, Illinois 


the business paper & the 
short, sure approach to the 
soundest, most prosperous 
branch of the building 


For mere valuable information, send for 42-page 
booklet, “SALES AND PROFITS PLANS FOR 1951.” 
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Newspaper Linage 
Measurement Data 
Set Up in Canada 


Toronto, March 8—Records of 
national advertisers in Canadian 
newspapers are now generally 
available for the first time, due to 
a service underwritten by the Ca- 
nadian Daily Newspapers Assn. 

Under the arrangement, Elliott- 
Haynes Ltd., Toronto research or- 
ganization, measures the indivi- 
dual advertising by brand in 87 
CDNA member newspapers, rep- 
resenting 99.8% of the daily circu- | 
lation in the Dominion. 

Reports are issued monthly, in 
three units: a report on advertising | 
appearing in papers with more 
than 20,000 circulation; another) 
for papers with less than 20,000) 
circulation; and a summary report 
which shows the number of papers 
used in each of the provinces, as 
well as the Dominion as a whole, 
the linage used, and the estimated | 
cost. 

At present no cumulative re- 
ports are issued, each month being 
an individual tabulation, but cum- 
ulative service is planned for the 
future. The operation is under the 
direction of a joint committee of | 
the organization doing the measur-| 
ing and of all newspapers. 


t. Louis Business Record’ 
erges with ‘Daily Record’ 
’ The St. Louis Business Record, | 
blished weekly by the Daily | 
Sicasd Co., St. Louis, has been 
erged with the St. Louis Daily 
cord and is being published on 
daily basis. Reasons given for 
e@ merger are the allocation of 
wsprint supplies and the pub-| 
her's belief that local business, 
edit, commercial and _ profes-| 
nal news can be better dissem- 
ated wn a daily basis. Subscrip- 
nm price of the Business Record 
ll be refunded to subscribers 
ho do not wish to receive the| 
nbined papers. 


: Periodical Press and 


nadian Daily Meetings 


The annual meeting of the Peri- | 
@@ical Press Assn., Teronto, and 
its affiliates, Agricultural Press 
Assn. of Canada, Business News- 
Papers Assn. of Canada and Mag- | 
aZine Publishers Assn. of Canada, | 

ll be held in the Royal ae 

tel, Toronto, May 28-31. 

The Canadian Daily Newspapers | 
Assn. meeting will be held at the 
Royal York, April 19-21. 


Merrill advanced 


ai 


MR. COLTON A. MERRILL, formerly 
manager of General Outdoor Ad- 
vertising Company's Davenport 
and Cedar Rapids branches, has 
been promoted to manager of the 
company’s Peoria office. Outdoor | 
Advertising has been Mr. Mer- | 
rill’s career. His 32 years in the 
business means he brings to Peoria 
a background covering all phases 
of operating, sales and manage- 
ment. Now at his new post, Mr. 
Merrill is looking forward to meet- 
ing the many advertisers served 
by General Outdoor in Peoria. 
His new office is at 200 Second Ave. 
(Advertisern 


ent) 


Cheney Joins Norton Co. 

Wendell H. Cheney, 
the staff of Orkil Inc., East Hart- 
ford, Conn., has joined the public 
relations staff of Norton Co., Wor- 
cester, Mass., abrasives manufac- 
turer. 


formerly on 


N. Y. Agency Reorganized 
Hawley Turner, president, and 
Franklyn W. Dyson, formerly vice- 
president in charge of radio and 
television, have purchased Turner, 
Leach & Co., New York agency, as 
equal partners. The name of the 


agency has been changed to Turn- 
er & Dyson. Mr. Turner continues 
as president and Mr. Dyson be- 
comes executive vice-president 
and treasurer. The agency also is 
affiliated with Auger & Turner 
Group Ltd., London, England. 


Brennan Joins Reiss Agency 

John B. Brennan, formerly sales 
manager of Bourjois and Barbara 
Gould products and of Aristocrat 
Leather Products, has been ap- 
pointed sales director of the drug 
division of Reiss Advertising, New 
York 


Plough to Open New Plant 


Plough Inc., Memphis, manufac- 
turer of St. Joseph aspirin and 
other products, will hold a week 
long open house to mark the open- 
ing of a new plant in June. The 
plant will house the company’s 
executive offices and approximate- 
ly 90% of its manufacturing and 
warehousing operations, which for- 
merly occupied rine separate 
buildings in Memphis. Covering 
some 25,000 square feet, the build- 
ing is on a 14-acre tract to allow 
for future expansion. A complete 
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printing and box plant is on the 

premises. The plant's output is ex- 
coated to exceed 100,000,000 pack- 
ages per year 


To Reilly, Brown & Willard 


Whittemore Bros. Corp., Cam- 
bridge, Mass., has appointed Reilly, 
Brown & Willard, Boston, to han- 
dle advertising of Bon-Ton polishes 
and Whittemore’s new “Handi 
Shine” shoe shine kit. Radio, di- 
rect mail, newspapers and trade 
publications will be used. Hoag 
& Provandie formerly handled the 
account. 


CONCENTRATES 


HOLLYWOOD BOWL! Nestled like a gleaming jewel in the 


rolling hills of Hollywood, California, this beautiful am- 


phitheatre ranks among the world’s finest. Here audiences of 


thousands gather regularly to enjoy musical, dramatical and reli- 


gious pageantry under the stars. Although attendance approaches the 


quarter-million mark each year, this total is considerably less than the 


average one day city and trading zone circulation of the Los Angeles Evening 


Herald and Express... 


the largest evening circulation in the largest city in 


Western America. Wise advertisers use it regularly and reap rich rewards. 
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Appoints Adams Agency 

Television Materials Corp., New 
York, distributor of radio and tele- 
vision parts and components, has 
placed its advertising, sales pro- 
motion and publicity with A. D. 
Adams Advertising, New York. 
Trade publications and direct mail 
will be used. 


AAAN Adds New Member 

Affiliated Advertising Agencies 
Network has <dded Selders-Jones- 
Covington, Kansas City, Mo., to its 
membership. 


Two Join Ball Agency 

Milton Figen, formerly adver- 
tising manager of American Wine 
Co., has been named account exec- 
utive of Ted H. Ball & Co., Holly- 
wood, Cal., agency. Neil Ames, 
formerly in the advertising depart- 
ment of Hunt Foods Inc., has 
joined Ball’s promotion and re- 
search department. 


J. E. Jacobs Joins JWT 


J. E. Jacobs has joined the Chi- 
cago public relations staff of J. 
Walter Thompson Co. 


Ashe Joins Freund Agency 

Hiram Ashe, formerly president 
of Hiram Ashe Associates, has 
joined the executive staff of Mor- 
ton Freund Advertising, New 
York. Mr. Ashe will continue to 
supervise all the accounts previ- 
ously handled by his agency, 
which has been dissolved. 


Tveter Leaves ‘Outdoor Life’ 
Harold Tveter has resigned from 
the eastern advertising sales staff 
of Outdoor Life. He has not yet 
announced his future plans. 
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AM and TV Rights for Dodgers’ Games 
Go to Schaefer for 7 Years; GF Drops Out 


New York, March 6—F. & M. 
Schaefer Brewing Co. has con- 
tracted for the AM and TV broad- 
cast rights to the Brooklyn Dod- 
gers baseball games in an agree- 
ment which extends, with options, 
over a seven-year period. 

The sponsor, which will carry the 
telecasts over WOR-TV and broad- 
over WMGM, reportedly 


casts 


Loe Ongeled 


HERALD 
EXPRESS 


-- _% 


Los Angeles’ BIG\ Eve"? \ NEWSpaper 


REPRESENTED NATIONALLY BY MOLONEY, 


Photo by Ofte Rothschild 


REGAN AND SCHMITT 


agreed to pay $3,000,000 for rights 
covering the next five years, Last 
year, radio sponsorship was shared 
with General Foods Corp.; this 
year Schaefer will pay the com- 
plete bill for radio and video. The 
contract for the brewing company 
was negotiated by Batten, Barton, 
Durstine & Osborn. 


e@ A special network of upstate 
New York stations will carry the 
Dodger games again this year. This 
series is made available to local 
advertisers in each city. 

In the 1950 season, General 
Foods carried Saturday afternoon 
home games of the Dodgers over 
a lineup of CBS radio stations, os- 
tensibly selected not to infringe 
on territories where organized 
baseball games were being played 
that day. This series is not ex- 
pected to be repeated this year. 


Phillies’, A's Games on TV 
All daytime home games played 
by the Philadelphia Phillies and 


Athletics on their 1951 league 
schedules will be telecast over 
three Philadelphia stations, 


WCAU-TV, WFIL-TV and WPTZ, 
on a rotating schedule. The pro- 
grams will be sponsored by At- 
lantic Refining Co., Philadelphia, 
and P. Ballantine & Sons, Newark, 
N. J. Direction will be handled 

N. W. Ayer & Son, Philadelphit, 


Atlantic's agency. J. Walté@r 
Thompson Co. is the agency for 
Ballantine. ; 


Shagan Joins De Ville 
Nelle Shagan, formerly with 
zell & Jacobs, Chicago, and Fost 
& Davies, Cleveland, has joined t 
publicity and media staffs 
George L. De Ville Advertisi 
Chicago. The agency has been a 
pointed by Weekly Newspaper B 
reau, Chicago, to conduct a 
search and promotion program 


Civilian goods 


and services are 


destined to change under a war econ- 
omy. Material shortages for pack- 
ages and products will pose many 
problems, 


In the face of scarcities, substitu- 
tions and synthetics, some brands 
will stay on the market and may in- 
Their 
makers will PRETEST the changed 


crease their industry position, 


| product or package by means of an 


N.F,O, consumer test, On these 
facts they will KNOW whether the 
changed product should be offered 
under their established label or to 
introduce it under a new one for the 
duration, 


The client’s problem dictates how 
many of our 30,000 families are re- 
quired for an adequate cross-section, 
Many N,F.O, market tests require 
only asmall number of testing sam- 
produce a high degree of 
100 of the 
largest packers, publishers, and ad- 


ples to 
validity, Approximately 
vertising agencies know from ex- 
perience how fast and efficiently we 


operate, 


lf you have a marketing problem, 
you, too, might find our story inter- 
esting. 


NATIONAL FAMILY OPINION, Inc, 
1621 Canton Street 
3 Toledo, Ohio 


ff Long Distance Number 201 
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= @6©. Stolzoff Predicts Radio 


‘s ‘New Era’ Will 


ss Be More Productive, More Challenging 


NASHVILLE, March 6—“No mat- 
ter how inclined any of us may be 
to be complacent or to discuss ra- 
dio on the basis of ‘status quo,’ one 
fact is undeniable: radio has en- 
tered a new era.” 

This opinion was voiced by J. 
: S. Stolzoff, Foote, Cone & Belding 
* account executive, at the Nash- 
‘ ville Advertising Federation meet- 
ing here last Wednesday. 

“Radio’s new era,” he said, “will 
be more productive, more chal- 
lenging and, in a sense, more pro- 
fitable for. everyone concerned 
with this giant industry who is 
able to adjust to the new radio 
picture.” 

Mr. Stolzoff pointed to 1950 as 
“the biggest year in the history of 
the radio industry,” with radio ad- 
vertising results proving to be at 
an alltime high. Time expenditures 
increased more than $28,000,000; 
spot radio was up 10% over the 
. previous year; local radio in- 
> creased almost 14%, totaling $205,- 

000,000 for 1950. 


@ Radio’s exciting new develop- 
ment, he said, “has been the use 
by advertisers, both nationally and 
ae locally, of radio to push special 
i events, special promotions.” 
“sy Mr. Stolzoff detailed how sev- 
@»i department stores have 
@chieved near-record sales by 
Wsing radio on an intensive basis 
5 during a particular selling season, 
a @ for special promotions. 
a “More and more alert adver- 
“34 tisers are finding that radio has 
2 ; the important plus value of cre- 
@ting tremendous impact through 
: nstant repetition in a short pe- 
! i of time,” he said. 
| He predicted that “1951 will see 
8 as one of its major radio develop- 
Ments a tremendous increase in 
b a number of advertisers using 
pped-up campaigns for a week 
ee @ a month or a season.” 
a 'The philosophy of repetition is 
—— ~~? greater recognition, he 


id. National Broadcasting Co.'s 
“Operation Tandem” (in which 
Network programs carry one-min- 
Ute spots for national advertisers) | 


_§ Has shown that “networks are 

— being forced to recognize a philos- 
‘a a@phy of radio advertising that 
ie many advertisers have believed in 
= 5 for years—the philosophy of repe- 
+t tition, repetition, repetition. 


a “You can expect more of this| 
thinking on a national level and/ 
a growth of this type of thinking 


New designs . . . new construc- 
tion methods and practical know- 
how give home buyers top qual- 
ity dwellings at low prices. That's | 
the “Long Island Story,” as told 
in PRACTICAL BUILDER. 


\ “PRACTICAL 
BUILDER” 


5 South Wabash Ave., Chicago 3 


on a local level,” he said. “It is 
one of the reasons why the use of 
spot announcements increased 
more than 10% nationally during 
the year.” 

Mr. Stolzoff cited as important 
the growing awareness of “the 
power inherent in a human voice 
telling a story in a personal and 


believable tone...in the privacy | 
of the listener's home.” This voice, 
he said, also has the power to “pro- 
duce fast and impulsive action on 
the part of the listener,” resulting | 
in a technique which he termed 
“pick up the phone” advertising. 

This advertising technique, he 
said, should not be objected to as 
being undignified. He predicted 
that once the international situa- 
tion approaches normal, some of 
the best-known, best-respected 
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department stores in the country Dorrance Names Ronald Kahn 


will be using it. 


Fletcher Leaves EB Films 
S 


Ronald J. Kahn, formerly presi- 
dent of McLaren, Parkin, Kahn 
Inc., has been named director of 
public relations of Dorrance Wad- 


Scott Fletcher, president of | dell Inc., New York. 


Encyclopaedia Britannica Films, | 

has resigned, effective in May. — 

Fletcher will join Paul Hoffman, | Modern Food to Lavenson 
director of the Ford Foundation,| Modern Food Process Co., Phila- 


and 


Robert M. Hutchins and/|delphia, maker of Thrivo dog food, 


Chester R. Davis, its co-directors, | has appointed Lavenson Bureau of 


in 


work. 


foundation’s educational | Advertising, Philadelphia, as its 


agency. 


SUN rose to 


seeewen 


Pittsburgh's (a 


feril /Udverlising Service 


Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y. 
Offices in Principal Cities representing 
New York Journal-American Albany Times Union 
Baltimore News-Post American 
Pittsburgh Sun-Telegraph 


Chain 


ee he tee ee er 


HEARST SALES OPERATING CONTROLS 
isualize your changing markets! 


Already mapped, charted and analyzed are 
541,604 city blocks, with 445,456 retail out- 
lets and 3,037 shopping centers and streets, 
located in 9 great markets: Baltimore, Boston, 
Chicago, Detroit, Los Angeles, New York, 
Pittsburgh, San Francisco, Seattle. 


oe NI REE eet 


“—# : PPE PREIR emg re nae 
KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Los Angeles Examiner 


San Francisco Examiner Chicago Herald- American 


Copyright 1951 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 
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Roy Appoints McGuire Agency High Court to Hear Color Television Case 


E. Roy Industries, L’Assomption, 
Que., has appointed the Montreal 
office of McGuire Advertising to 
direct the advertising and sales 
promotion of Coolerator refrigera- 
tors in Canada. 


Greeting Appoints Harshe 

Greeting Inc., Joliet, Ill., pro- 
ducer of greeting cards, has named 
Wm. R. Harshe Associates, Chi- 
cago, as public relations and pub- 
licity counsel. 


WasHincton, March 6—The 
court battle over color television 
has entered its final phase as the 
Supreme Court scheduled a hear- 
ing on the issue for March 26. 

The court’s decision could come 
at any time after the hearing. 

The hearing was ordered de- 
spite the efforts of the Federal 
Communications Commission to 
dissuade the high court from en- 


tering the controversy. 

FCC, which won a 2-1 decision 
from a special three-judge court 
in Chicago, contended there were 
no issues involved worthy of Su- 
preme Court attention. 


But Radio Corp. of America and | 
Emerson (which intervened as a} 


“friend of the court”) contended 


that their attack on the commis-| 


sion’s decision authorizing com- 


25 


| mercial broadcasting of CBS color | the three-judge court issued a stay 
was never seriously considered in| order to prevent commercial color 


the lower court. 


|m Pointing out that the three-judge 
|court counted on a full Supreme 
Court review of the issue, RCA 
{and Emerson said that failure of 
the upper court to intervene would 
mean that the case against CBS 
color would be lost without full 
consideration by the courts. 


} 


| 


broadcasts until the Supreme 
Court acts on the RCA appeal. 

Just before the ruling, RCA an- 
nounced it is giving permission to 
25 manufacturers to make its color 
tube. 


Pushes Melodie Cosmetics 


Fieldwell Products Ltd., Mon- 
treal, is beginning an extended 


Though it ruled 2-1 for FCC, campaign in Canada this month 


for Melodie cosmetics, introduced 


Ate ba eS ae ane Re ms 
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Changes in markets are swift and sometimes sweep- 
ing. People acquire new habits of thinking, buying, 
living. To meet these changes, business must employ 
flexible, forward-looking merchandising tactics, 
based on accurate and timely facts. In Pittsburgh, for 
example, changes have meant increased decentrali- 
zation into thé suburbs, expansion and diversification 


of industry, new building programs. 


In this Pittsburgh pattern, the 17-year-old Sun Drug 
Co., Inc., has firmly established itself as the city’s 
biggest drug chain — by following the decentraliza- 
tion trend. Of its 34 stores, 28 are suburban. In step 
with the popularity of super-market techniques, 
Sun's store displays are wide open, making mer- 
chandise easy to see, easy to buy. Non-drug items 
have been brought into the profit picture. 


Meanwhile, however, Sun has remained inflexible 


Ppa Drape x < ep 
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Advertising Coverag 
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: 


in holding to the fundamentals of sound advertising 
strategy. Confident that “it is easier to get more busi- 


ness from many customers than to sell more to each 
customer,” Sun buys blanket coverage in Pittsburgh's 


newspapers — places 49% of total lineage used by 
the city’s retail drug advertisers! Sun's strategy also 
includes selling only nationally-advertised brands, 
to gain extra impact in its advertising. 


And for the national advertisers themselves, com- 
plete and up-to-the-minute /ocal data is essential in 
selling the local markets that make up the national 
market. It provides the basis for proper local tactics 
to carry out national strategy. So get in touch with 
your H.A.S. man today, for facts about the ten major 
markets in which more than half the nation’s buying 


income is concentrated. It’s an essential touchstone 
for sales. 


SETA ATS Sree 
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last year. Distribution has been ex- 
|tended to the Pacific Coast, the 
| Prairie provinces and the Mari- 
hoa = The Montreal office of R. 
C. Smith & Son is placing daily 
| newspaper ads. 

| Lever Transfers Greenway 

| H. Greenway, formerly chair- 
man of Astra Societe, Paris, Uni- 
| lever French subsidiary, has been 
named marketing director of Lever 
| Bros. Ltd. in Toronto, He succeeds 
J. L. Dampier, who has been made 
vice-president in charge of deter- 
gent and shortening sales for Lever 
Bros. Co. in New York (AA, 
March 5). 


SELL THE FAMILY 
with the MONEY 
i 


IOWA 
FARMER 


have 


BUYING 
POWER 


«70% «. 


IOWA'S FARM 
FAMILIES READ 


| 
| 
' 


| 


| 


Towa Burea 


Farmer 
EVERY MONTH 


° and they are the 
TOP Farm families 


WRITE FOR DATA 
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Timken Silent Sets 
Increased Schedule 
for Heating Units 


Jackson, Micu., March 5—Tim- 
ken Silent Automatic division of 
Timken-Detroit Axle Co. has in- 
formed its dealers that the com- 
pany will increase factory support 
behind its 93-model line of oil, 
gas and coal-fired heating equip- 
ment 

T. A. Crawford, vice-president 
of Timken-Detroit, told dealers at 
a recent ‘series of business man- 
agement forums that, “We are re- 
arranging our manufacturing fa- 
cilities to permit us to build heat- 
ing equipment without interference 
with the company’s important and 
extensive military production 

“We are increasing our advertis- 
ing schedules, expanding our fac- 
tory sales force and sponsoring 
new, aggressive sales campaigns,” 
he said 


s Timken Silent Automatic has 
been using large-space ads in The 
Saturday Evening Post, plus sched- 
ules in newspapers in key markets 
and in architectural, building and 
trade publications. More recently 
Better Homes & Gardens and Small 
Homes Guide were added, and this 
year's schedule will include Popu- 


lar Mechanics and Wallaces’ Farm- | 


er & Iowa Homestead. 
* MacManus, John & Adams, De- 
tPoit, handles the account. 


Schedule Joint Promotion 
Campbell Soup Co., Camden, N. 
J, for Franco-American spaghetti, 
d French Sardine Co., Terminal 
Bana Cal., for Star-Kist tuna, 
ll launch a joint promotion 
arch 12 in 266 newspapers and 
more than 142 stations on NBC 
afd Don Lee networks featuring 
a world’s easiest meal,” a cas- 
ole dish prepared by mixing two 
cans of spaghetti and one of tuna. 
ncer-Fitzgerald-Sample, New 
- is the agency. 


Helene Curtis Offers Deal 


Helene Curtis Industries, Chi- 
cago, has scheduled advertising to 
afinounce a special consumer deal 
offering a 69¢ jar of its Creme 
sBampoo and a 50¢ bottle of its 
Stave for 89¢. Color ads are run- 
ning in Dell Modern Group, First 
Three Markets Group, Ideal Wo- 

n’s Group, McCall's, Redbook, 
This Week Magazine and True 
Story. Gordon Best Co., Chicago, 
is the agency 


We can positively prove to you 
that Big Money" really SHOUTS 
your Advertising Big Value Mes- 
sage to your prospects. Nothing 
like this new Super Money has 
ever been created before to 
Challenge" Your Buyers’ Atten- 
tion: Perfect to display large, 
Bold Biliboard Ads — to drama- 
tize “Big Savings’, “Stupendous 
Values", ‘Giant Dividends", ‘'Co- 
lossal Trade-In Deals’, etc, Com- 
pels attention, perfect tie-in for 
dealer campaigns. 

IT’S ACTION, EXCITING, 
A RIOT AT CONVENTIONS. 
Write, wire or phone Diversey 8-8278 

for prices and samples. 


H. MEINHARDT & CO., Inc.2°"; 


Appoints Lembo & Rowitt 

Dad’s Root Beer Bottling Co., 
Newark, N. J., has appointed Lem- 
bo & Rowitt, Newark, to handle 
advertising for Dad's root beer in 
that area. Television, newspapers 
and direct mail will be used. 


Visual Media Incorporates 
The company of Nelson-Green- 

well, Visual Media, has incorpor- 

ated under the name Visual Media 


Inc., and has moved to larger 
quarters at 17 E. 45th St... New 
York 


| -———_—_————— 


ACT NOW! TODAY'S ; 
CUSTOM HOUSING MARKET 
SETS THE STYLES FOR 


Butcher Joins Ceci! Agency 

Blayne Butcher, formerly a pro- 
ducer at KTTV, Hollywood, and 
radio and television director of 
Newell-Emmett Co., has joined 
Cecil & Presbrey, New York, to 
supervise the Somerset Maugham 
Radio Theater and the Johnny 
Olsen Luncheon Club. 


Appoints Gray & Rogers 
Levering-Riebel Co., Camden, 
N. J., printer and lithographer, has 
named Gray & Rogers, Philadel- 
phia, to handle its advertising. 


Mabs Appoints McCreery 

Mabs Inc., Los Angeles, has ap- 
pointed Walter McCreery Inc., 
Beverly Hills, Cal., to handle its 
advertising. Plans are now under 
way for promotion of the com- 
pany’s swim suits, girdles and 
children’s “bitsies.” 


States Tompkins Promoted 

States Tompkins, in the carton 
sales division of United Board & 
Carton Corp., Syracuse, N. Y., has 
been appointed manager of lamin- 
ating sales. 
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Swain Opens Agency 

L. J. Swain, for the past two 
years account executive of Martin 
R. Klitten Co., Los Angeles, has 
opened his own agency, L. J. 
Swain Advertising, at 112 N. 
Bright Ave., Whittier, Cal. 


Mayers Appoints Duncan 

Arthur D. Duncan, formerly ad- 
vertising manager of Capitol Rec- 
ords, has been named to the newly 
created position of creative direc- 
tor of Mayers Co., Los Angeles, ef- 
fective March 15 


MAKE AND MARKET A NEW-HOME PRODUCT? Then, brother, stop waiting and 
swing into action! A prime market has now crystallized and strongly beckons you. 


Many of your star sales opportunities have moved from the curtailed mass market. 
They now rest firmly in the rich, custom housing market... still a billion dollar 


market. This is a vital market that possesses greater-than-ever potential in style- 
setting and prestige. A sale here will bloom into still more sales when consumer goods 
production returns to normal. Custom homes now being planned and built will become 


patterns for those that follow—in construction and equipment—because custom 


home-planners are people other people copy. 


Your sales effort must follow the trend ... must shift from yesterday's mass market 


to the highly selective custom market that now exists. Mass marketing methods don’t 


apply. This current market is active... it comprises people with the means to build 


their homes and the need for your products to build and equip them. 


And here’s where we get into the act—Home Owners’ Catalogs is the book which 


penetrates this selective market. It distributes your sales literature daily and directly 


to qualified home-planners just when they are impelled to buy your products. No other 


book can make that statement! 


What could be more effective and economical! What could be more ideally designed 


to meet today’s marketing conditions! 


eoeeosoore, 
$M, 


TOMORROW'S MASS MARKET! °  ¥ 


4218 Lincoln Ave., Chicago 18, Ill. 
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A Service of the F. W. Dodge Corporation 
119 West 40th Street, New York 18, N. Y. 
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Marlin Firearms Names Howe ],500,000 Workers in Trades, Services 
Must Shift to War Jobs by ‘52: ‘Fortune’ 


Walter J. Howe, who had been 
gun editor of Hunting & Fishing 
from August, 1947, to October, 
1950, has been appointed assistant 
director of research of Marlin 
Firearms Co., New York, manu- 
facturer of sporting rifles and 
shotguns. 


Adalex Appoints Seelig 

Adalex Distributing Co., St. 
Louis, distributor of Adalex oint- 
ment, has named Seelig & Co., St. 
Louis, to handle its advertising. 


New York, March 6—By June, 
1952, about 1,500,000 workers will 
have to switch from trade and 
service lines into war jobs, accord- 
ing to a detailed estimate published 


in the current issue of Fortune. 


The magazine’s editors believe 
a labor shortage will arrive much 
sooner than published government 


estimates indicate. 


Total 
manpower 
trial) from June, 50 to June, ‘52 
totals 8,100,000, according to For- 
tune’s appraisal. This includes 3,- 
200,000 more men 
forces; 900,000 more civilian work- 
establishments; 
2,200,000 more defense workers to 
take care of a $35 billion increase 


ers 


increased demand 
(military 


for military 


and 


in the 


for 
indus- 


armed 


in armament production; and 1,- 
800,000 additional workers de- 
manded by the rapid expansion of 
U.S. industrial plants. 

The publication estimates total 
additional manpower supply for 
the two years will be 6,600,000 
This includes 1,200,000 added 
through normal growth of the la- 
bor force; 2,000,000, including 
draftees’ wives, drawn into the 
work force by the emergency; 1,- 
900,000 drawn from the small pool 
of unemployed; and the equivalent 


These firms know that promotional aggressiveness pays off. Their fatt-packed product 
story in the new Home Owners’ Catalogs sells the rich, ripe, '51 custom housing market. 
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of 1,500,000 added by lengthening 
the work week to 43 hours in man- 
ufacturing. 


s “Even now, not all employers 
can get all the labor they want,” 
Fortune says. “If these estimates 
are correct, during the next 15 
months we shall reach a second 
stage of manpower shortages. That 
is, some industries will begin to 
lose labor. 

“In effect, 1,500,000 workers 
would have to be diverted from 
service and trade to fill the gaps 
by mid-1952. This means a cut of 
6% in civilian group employment.” 

Manpower controls will be re- 
quired to smooth the transition of 
these 1,500,000 workers, Fortune 
declares. “Measures might well 
include wage differentials as a 
means of inducing workers to 
move into tight areas,” it suggests. 


Set New Magazine for Acting 


Schubert Publications Inc., Chi- 
cago, has scheduled for fall publi- 
cation “Plays & Players,” a new 
magazine designed to further the 
interests of amateur acting groups. 
Major circulation will come from 
schools, colleges, churches, librar- 
ies and others engaged in non-pro- 
fessional theatrical activities. No 
newsstand sales are contemplated 
and no advertising will be accepted 
until, according to Frederick O. 
Schubert, editor and publisher, 
“we have a story to tell.’ 

{ 


Copyrights TV Contest Idea 
Ralph C. Busbey, president 6f 
Busbey Advertising Agency, 
Springfield, O., has secured a poe 
right covering a contest on hor 
audience participation ant 
@which viewers compete for pri 
for the best off-the-tube pho 
graphs, The copyright covers 


ternate titles of “TV-PIX,” “TY- 
PICS,” “TEL-PIX” and “TE 
PICS.” : 


- 
: 
Dad's to Expand Market 
Dad's Root Beer Co., Chicago, 
preparing to expand its activiti 
into the South American mark 
Negotiations and investigations 
under way with prospective Sout 
American agents and bottlers, a 
cording to the company’s gene 
sales and export manager, Ma 
Maxwell. 


RECORDERS 
IMPORTANT 
IN AGENCY WORK 


Tape recorders are valuable 
to the modern advertising 
agency. An important aid in 
> radio and TV production 
and transcripuons in addi 
tion to sales training and 


audio-visual work, 


) |fucoxfyay 


TAPE RECORDIO 


Mode! 1810 


A quality Tape Recorder 
record two tull hours on a 
fhve-inch reel of tape 
remarkable fidelity amd clar 


ity phonograph arm tor 
copying records on tape . 
public address system .. . 
tape can be erased and re 
used . . . fast forward and 
reverse . . . portable 


weighs only 21 pounds 
low-priced .. . WRITE FOR 
CIRCULAR A-10 
“At leading radio and music 
stores everywhere 


WILCOX-GAY CORPORATION 
CHARLOTTE, MICHIGAN 
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Sproat to Conduct Course 
William E. Sproat, vice-presi- 
dent and art director of J. R. Per- 
shall Co., Chicago, will conduct an 
advertising art indoctrination 


course at the Art Institute, Chicago. 


The course will be conducted to 


acquaint students studying adver- 
tising art with actual field condi- 
tions. 


FOR COMPLETE 


nh 


$0,000 


avenues of approach 
to the 
hoss’s office 


fede WRITE: 


§ SECRETARY 


McGRAW-HILL BUILDING, NEW YORK 


Value of Business Papers Unrecognized 
by Agencies, McPherrin Tells Editors 


New York, March 6—Advertis- 
ing volume in business papers is 
now in a downward trend because 
(1) advertising agencies haven't 
yet learned what business publica- 
tions do, and (2) some consumer 
magazines get ads that really 
should go into trade papers. (In- 
dustrial Marketing’s reports have 
shown business paper ad volume 
gains for the past seven months.) 

That’s the opinion of John W. 
McPherrin, editor of American 
Druggist and president of the So- 
ciety of Business Magazine Editors. 
He spoke at a luncheon meeting of 
the New York Business Paper Edi- 
tors yesterday. 

Mr. 
the business field should take steps 
to have agencies understand that 


business paper advertising is very | 
important to manufacturers and| 


others and that top copywriters 
should be assigned to write ads for 
such publications. 


Which reaches more families 


i AITO 


» Akron? 


| Here are the coverage facts 


ae 


(Corporate Limits) 


LIFE.........18% 


POST.........11% 
COLLIER'S.........10% 
LOOK.........8% 


MALAMC.........95% rss nin 


of 20° coverage in 29 


with the Akron 
Beacon Journal 


and the picture is similar in 
all 33 Parade cities of origin 


The Sunday Picture Magazine 
Providing a Minimum of 20% Coverage in... 


1993 Markets 


adjacent markets of 1,000 
or more population 


McPherrin said editors in| 


| business paper 


As for ads that go into maga- 
zines instead of business publica- 
tions, Mr. McPherrin said it is er- 
roneous for advertisers to think 
that placing ads in national mag- 
azines means they thereby so dom- 
inate the field as to make business 
paper advertising unnecessary. 

He said that, while some manu- 
facturing executives might not un- 
derstand the intricacies of ad- 
vertising in national magazines, 
nearly all of them recognize a bad 
business publication ad when they 
see one. 

He cited one agency which 
nearly lost an account because it 
assigned an inexperienced copy- 
writer to an ad which was to ap- 
pear in a business publication. An 
executive on the staff of the ad- 
vertiser, after reading the copy, 
called in the agency head and said, 
“If this is all you know about our 
business, then we'll have to get 


| another agency.” 


The agency quickly decided that 
advertising was im- 
portant and assigned one of its 
leading writers to that phase of 
the account. 


e Mr. McPherrin said business 
paper editors could add to their 
importance by “establishing them- 
selves as unbiased sources of cor- 
rect information.” 

If business papers are accused 
of “tending to the business side 
rather than to the editorial side,” 
he continued, “we must refute this 
charge by acting with courage and 
dignity and honesty. We editors 
must say the things about our 
fields that need saying. And our 
papers should take the reins of} 
leadership in the industries we 
cover. 


524 Candidates Take 
Four A’s Advertising 
Exams in 20 Cities 

New York, March 6—Despite 


the prospect of military service 
facing most young men today, 524 


candidates took the fifth annual! 


examinations for advertising given 


by the American Assn. of Adver-| 


tising Agencies in 20 cities 


| 


NEW TREATMENT—This single shoe is 

9” long in unusual half-page ads which 

Weyenberg Shoe Mfg. Co. is starting 

this month in Collier's, Esquire, The Sat- 

urday Evening Post and True. Klau-Van 

Pietersom-Dunlap Associates, Milwaukee, 
is the agency. 


PIB Computes Time Charges 
for Network Radio and TV 
Publishers Information Bureau 
lees computed the following gross 
time charges for network radio and 


network television for January, 
1951. 
Network Radio 
January January 
1951 1950 
ABC $ 3,015,164 $ 3,538,491 
| CBS 6,855,930 6,133,624 
| Mutual 1,542,887 1,678,888 
NBC 5.215,947 5,733,893 
Total $16,629,928 $17,084,896 
Network Television 

nuary January 

1951 
ABC $ 1,281,739 $ 234,069 
cBs 2.613.915 625,072 
NBC 4,187,222 1,042,153 
Total $ 8.082.876 $ 1,901,294 


throughout the country on Feb. 17 | 


and 24. 

“The number of candidates is 
lower than in previous years, but 
in view of the times is encourag- 
ing,” said Sydney H. Giellerup, 
partner in Marschalk & Pratt Co. 
and chairman of the committee on 
Four A’s exams. 

“It is good to see that many 
young men, even though faced 
with possible delays in their 
careers by military service, are 
not just sitting back and doing 
nothing about the future,” he 
added. 

The total of 524 compares fa- 
vorably with 544 in 1947 and 602 
in 1948, Mr. Giellerup pointed out, 
although far below the 963 candi- 
dates of 1950 and 1,002 in 1949. 


e The number of contestants in 
Los Angeles, New Orleans, Pitts- 
burgh and St. Louis was about 
equal to last year’s figure, while 
some of the sharper decreases 
came in Cleveland, New York 
and San Francisco. 

The examinations included apti- 
tude-temperament tests and op- 
tional tests of practical knowledge 
of various kinds of advertising 
works. Those who took the exams 
will soon get a report appraising 
their abilities in comparison with 
those of more than 4,500 people 
actually working in various adver- 
tising branches. 

Candidates can use the report 
to support job applications and 
can authorize the Four A’s to send 
highlights from their records to 
employers in the area where the 
exam was taken. 


| Selph, KPIX V. P., Resigns 


Colin M. Selph has resigned as 
vice-president in charge of sales 
of Station KPIX, San Francisco, 
effective June 1. He is now on a 
leave of absence to enter other 
interests. 


Complete Stocks 
Key to Suburban | 
Store Sales... | 


When one dealer increased his i 


paint and hardware stocks 
$20,000, his sales increased $51,000. 
Read how this policy on all items 
built BIG business. 


March 
issue 
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Liquor Consumption 
Changes in States 
Compared with “41 


New York, March 6—A com- 
parison of 1950 liquor consump- 
tion with 1941 figures shows that 
sales in some states have fallen 
off as much as 27%, while other 
states have jumped as high as 
126% over the ’41 levels. 


These and other changes in the | 


liquor market have been made 
public in “True’s 1950 Liquor Re- 
port.” Data was prepared for the 
magazine by B. W. Carrado, who 
developed the report from findings 


of the Distilled Spirits Institute | 


and the Alcohol Tax Unit. 
According to Mr. Carrado, pop- 
ulation and industry shifts since 
1941 have considerably changed 
the liquor market. He listed other 
contributing factors as follows: 
(1) Varying rates of increases in 
state excise taxes on liquor; (2) 
shifts in disposable personal in- 
come per capita; (3) increased 


bootlegging in some states; (4) | 
changes in liquor regulations, and 


(5) shifts of localities from the 


“dry” to the “wet” column or vice 


versa. 


@ The report pointed out that, on | 
an over-all national basis, legal | 


liquor consumption for the first 
nine months of 1950 (132,802,090 
wine gallons) was 13.97% above 
the same period in 1941 (116,525,- 


251 gallons). This gain, it was said, | 


is relatively small when compared 
with the 140% increase in na- 
tienal income and the 9% popu- 
lation gain. 

Industry opinion, the report said, 
attributes the lag in national liquor 


consumption to a great degree on | 


the heavy rise in the federal excise 
tax on liquor. A $3-a-gallon rate 
prevailed during the first nine 
months of 1941 as compared with | 
a $9 levy imposed in 1944 and con- | 
tinued since. 


N. Y. Paper Promotes Three 
Jacques A. Caldwell has been 


named general advertising man- | 


ager of the New York World-Tele- 
gram & Sun, and James J. Daly 
has been appointed classified ad- 
vertising manager. Mr. Caldwell 
joined the paper in 1944, while Mr. 
Daly joined at the time of the pur- 
chase of the Sun by the World- 


Telegram. John J. Kelly, who had 


been manager of general advertis- 
ing, has joined the Scripps-Howard 
general advertising organization. 


HE CAN HELP YOU | 


If you're looking for 
national distribution 


BARNEY yt 


@ If you're a manufacturer, distrib- 
utor, or ad 


distribution 

via the independent selling field this 

may be the most important message 
you ever read. 

You'd be surprised to know how 

easy it is to put your product or 


The service of our experienced 
merchandisi staff is lable at 


no cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. If your product qualifies 
they'll present a 28-year sales-tested 


plan that starts over 


business. 
Don't lose another day's sales. 
Write now to Barney Kingston, Mer- 


3 Blade Companies Settle 

| Patent Suit Out of Court 

i. patent infringement suit 
rought by Eversharp Inc., Chi- 
| cago, against Pal Blade Co. and 
| Personna Blade Co., both of New 
| York, in 1949 has been settled out 


of court with the payment to Ever- | 


sharp of an undisclosed amount 
of damages and by the entry of a 


judgment holding the Eversharp’) 


blade magazines’ patent valid and 
infringed. 

Eversharp said it is granting li- 
censes to both companies, permit- 
|ting them to continue with the) 
manufacture and sale of their 
blade magazines under the Ever- 
sharp patent involved in the suit. 


| 50 Best’ Ads on Display 
The “50 Best for 1950,” award- 
winning ads selected by N. W. Ayer 


& Son, are on display through the | 
| Schedules Ad Conference 


month of March, in the windows of 
Jobs Unlimited, advertising per- 
sonnel specialist at 40 W. 46th St., 
New York. Each ad in the display 
carries the name of the artist, art 
director and agency responsible for 
the ad’s creation. 


Harriet Hubbard Ayer 
Appoints Nelson Millard 


Nelson Millard has been ap- 
pointed general sales manager of | 

rriet Hubbard Ayer, New York. | 
He fills a position that has been 
vacant for several months since 
the appointment of Keith Porter, 
former general sales manager, as 
president of the Lever Bros. unit. 

Mr. Millard has been associated 
with Women’s Wear Daily for the 
past year, and previously was sales 
manager of department store and 
drug store sales for Bourjois Inc. 


Saber to Getschal & Richard 


Lester Saber, formerly with Hir- 
shon-Garfield, has joined Getschal 
& Richard, New York, as produc- 
tion manager. He replaces Stanley 
Rowen, who has been called to ac- 
tive duty with the Air Force. 


The sixth annual Old Dominion 
ad conference, sponsored by the 
Virginia Press Assn., will be held | 
at the Hotel Roanoke, Roanoke, | 
Va., April 7-8. 


ade HRS SHE ASSOCIATES. 


NRLIN 2 S100 + CH CAGO + NEW ORR 


M B ROTMAN PRES 


The Oregon 


| 


JountaAL 


ON THE PACIFIC 


Leaging retail and general advertisers 
bought 3,043,696 lines of grocery ad- 


vertising in The Journal to lead all 
Pacific Coast newspapers in 1950. This 
tremendous advertiser preference for 


The Journal advertising columns was 


supported by over '/, million lines of 
| : practical, every-day food, home-fur- 


nishing and household-arts news 
features in the popular Mary Cullen 
section. The Journal is also FIRST on 
the Pacific Coast in Retail Grocery 
advertising. To insure the full impact 
of YOUR advertising in this con- 
sistently good, economically covered 
PROFIT MARKET, use the proved 
selling power of The JOURNAL. 


one of the first 4 test 
markets of the nation 


1., on the pacific coast 


bs th in the nation 


In 1950, Advertising Agency Experts 
voted Portland 4th in the U. S. as most 
recommended TEST-CITY, and Ist in 
Western States for cities up to 500,000 
population, 


. Detroit News 

. Washington Stor 

. New Orleans Times 
Picayune & Stotes 


. Minneapolis Stor & Tribune 3,019,728 
2,962,181 


. Philedelphio Bulletin 

. Syrocuse Herald Journal 
& American A 

. Toledo Blade 

. Akron Beacon Journal 

. Dallas Times Herald 

. Chicago Tribune 

. St. Lovis Post Dispatch 

. Ookland Tribune 

. les Angeles Times 

. Seattle Times 

. Memphis Commerciol 
Appeol 


Lineage Figures 


Lineage Figures 
3,887,874 
. 3,652,789 
3,527,400 
3,388,156 
3,338,176 
3,258,457 


3,226,516 


.. 2,924,549 
. 2,915,610 
2,911,964 
2,904,934 

.. 2,900,644 
. 2,876,361 
.. 2,843,452 
.. 2,808,102 
. 2,806,873 


2,771,647 


7 rst 


OAST..!EIGHTH IN THE NATION 


JOURNAL 


PORTLAND, OREGON 
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Simon & Schuster, 
National Distillers 
and A&P Win Awards 


New York, March 5—Three 
grand awards for the best offset 
lithography of 1950 were an- 
nounced here last week at the 
first annual offset lithographic 
awards competition, sponsored by 
the Lithographers National Assn. 

The three winners were Simon 
& Schuster, publisher, for its 
“Fireside Cook Book,” Great At- 
lantic & Pacific Tea Co., for its 
wall posters advertising roasts and | 
steaks, and a lighted transparency 
window display for Old Taylor | 
whisky produced for National Dis- | 
tillers Products Corp. | 

The exhibit, consisting of 112 
award winners and more than 100} 
honorable mentions, was on view | 
at the Architectural League. Road | 
showings in various cities around 
the country have been planned. 


es Western Printing & Lithograph- | 
ing Co. Poughkeepsie, N. Y.,| 
lithographed the Simon & Schuster | 
book. The A&P wall posters were 
produced by Paris & Peart, local 
advertising agency, and _litho- 
graphed by L. E. Manley Co. as- 
sociated with Salzer & Co., New 
York. The National Distillers 
award was lithographed with 
Rransparent inks on a sheet of 
inylite by Einson-Freeman Co., 
Rone Island City, N. Y. 
| The board of judges was headed 
y Elwood Whitney, vice-presi- 
ent and art director of Foote, 
one & Belding. The board con- 
idered 1,400 entries and made 
wards in 18 different classifica- 
jons 
) The competition 
irst year of an industry-wide 
romotion campaign to sell the 
erits of offset lithography to 
ivers and users of printed mate- 
fal throughout the nation. It is 
Banned to make the competition 
@ annual event. The 1951 show 
Will be held in Chicago, and the 
52 competition probably will be 
Id on the Pacific Coast. 


climaxed the 


NBC Appoints Robert Rodgers 

Robert R. Rodgers has joined 
the television sales staff of na- 
tional spot sales of National 
Broadcasting Co., New York. He 
had been staff writer in the press 
d@®partment. Mr. Rodgers succeeds 
Robert Button, who has joined the 
television network sales depart- 
ment. 


Mar 14 


“Inside” 
Abbott Laboratories 


Blayne McCurry 


Three Appoint Morrison 


Canvas Products Corp., Fond du 
Lac, Wis., has appointed Morrison 
Advertising, Milwaukee, to handle 
a consumer and trade campaign on 
its line of school, sports and com- 
mercial products. Knowles Mfg. 
Co., Glenbeulah, Wis., manufac- 
turer of heavy duty farm wagons 
and a self-locking wagon hitch, 
and R & S Mfg. Co., Chilton, Wis., 
maker of kits for building wagon 
boxes and unloading equipment 
for self-unloading wagon boxes, 
also have appointed the agency to 


- 


conduct drives schéduléd primarily 
in farm papers and trade publica- 
tions. 


Three Appoint Lloyd Agency 

Lloyd Advertising, Boston, has 
been named advertising counsel of 
Colonial Tanning Co. Other new 
accounts for Lloyd are: Barron- 
Anderson, Boston, manufacturer 
of men’s outercoats, and Gardiner 
Shoe Co., Gardiner, Me., manu- 
facturer of Yorktown shoes for 
men and Modern Priscilla shoes 
for women. 


U. S. Navigation to Caples 


Caples Co., New York, has been 
named to handle advertising and 
publicity for the United States 
Navigation Co., general shipping 
agent. The advertising account 
covers both passenger and freight 
Services of the following steam- 
ship lines: United States Naviga- 
tion, continental service; Ham- 
burg-American Line; North Ger- 
man Lloyd; Scindia Steam Navi- 
gation Ltd. (India American 
Line); Coldemar Line (Compania 
Colombiana De Navegacion Mari- 
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tima S.A. Colombia); and the 
Staubo Line (Jacob Kjode a/s and 
Helmer Staube & Co.). United 
States Navigation was previously 
a direct advertiser. 


O'Leary Returns to Sackheim 

Lydia O’Leary Inc., New York, 
manufacturer of Covermark, Spot- 
Stik and other cosmetics, has re- 
turned its account to Ben Sack- 
heim Inc., New York, which han- 
died all the advertising for the 
company for a number of years 
prior to 1946. 


Artists Guild Club 


wednesday 


roundtable luncheons 


call SU 7-3320 
for reservations 


LAURENCE, INC. 


Trend: still going 


1. TOTAL CIRCULATION 2. NEWSSTAND SALES 
3. ADVERTISING LINAGE 


LARGEST TOTAL CIRCULATION 


Redbook’s circulation for the last six 
months of 1950 was highest in history— 
averaged in excess of two million copies 


per issue. January 1951 circulation was 
the highest of any January in Redbook’s 
history. 


NEWSSTAND SALES GAINS 


The last six months of 1950 became the 
fourth consecutive period which gained 
over the corresponding period of the pre- 
vious year. 


ADVERTISING LINAGE UP 


Redbook’s advertising linage for the first 
quarter of 1951 is up 16.2% over the cor- 
responding period of 1950. This is the third 
consecutive period showing gains for Red- 


book’s advertising. 


REDBOOK talks the language and interests of 
Young Adults as no other large circulation maga- 


zine does. If you want to sell to this growing mar- 


ket, advertise in Redbook where the trend is up! 
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High Ad Allowances for Big Retailers 
Help Small Retailers, Says Elgin Watch 


Wasuincton, March 6—Elgin 
National Watch Co. has denied 
that an advertising allowance sys- 
tem is “discriminatory” merely be- 
cause large customers get pro- 


small customers. 

Defending the legality of the al- 
lowance systems used in the 
watchmaking industry, Elgin con- 


tended that small customers get 
indirect value from the prestige 
that comes to Elgin products as a 
result of advertising by large re- 
tailers. 

Elgin is one of three big watch- 
makers involved in a broad cam- 
paign which the Federal Trade 
Commission is conducting against 
advertising allowance systems. 


Complaints have also been issued 
against Bulova and Gruen (AA, 
Dec. 25, '50, and Jan. 15). 

In its action against Elgin, FTC 
pointed out that the allowances 
were set up so that none were 
available to small buyers. Others 
obtained progressively higher rates 
of allowance, according to volume 
of annual purchases. 

Elgin said today that the al- 
lowance system was dropped Aug. 
10, 1950, and would not be re- 
sumed. It argued that the allow- 


ances were adopted “in good faith 
to meet the services and facilities 


furnished by its competitors.” 


e Elgin’s arguments in defense of 
the “progressive” rate of allow-| 


ances are: 


1. The services furnished by the| have been relatively 
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customers. 

3. Display materials provided for 
smaller customers are better suited 
to their needs than to big custom- 
ers. 

4. Small allowances to thou- 

|sands of small customers would 
ineffective 


| 


customer to Elgin are progres-| and the verification of expendi- 


sively more valuable as the cus- 


tomer’s sales volume increases. 


2. Extensive advertising of Elgin 
watches by big customers gains 


tures would have been burden- 
some. 


‘Briefted’ Makes Bow 


prestige which benefits smaller 


| 
| gressively higher allowances than 


Brief Publishing Co., New York, 
publisher of Brief, has added a new 
publication, Briefed. The latter, 
j an “idea bulletin,” will present 
: some three dozen selling ideas each 
month as reported in 42 leading 
trade and business publications, in- 
cluding Apvertisinc Ace. Briefed 
will cost $5 annually. It will also 
be syndicated to various types of 
organizations; price for 100 copies 
will be $25 per issue; 200 copies, 
$48; 300, $69; 500, $100; and 5,000, 
$625. 


Form Hunt & Carson 

Harry P. Hunt, formerly news 
editor of the Chicago Journal of 
Commerce, and A. Orrie Carson, 
operator of lowa radio stations and 
formerly pan of the Chicago 
Northside Newspapers, have 
formed Hunt & Carson, advertis- 
ing and public relations, with of- 
fices at 333 N. Michigan Ave., Chi- 
cago. 


Swattord Resigns KPO] Post 


Tom Swafford has resigned as 
commercial manager of Stat 
KPOJ, Portland, Ore., effect 
April 1. He will be succeeded By 
Harry McLain, formerly clas@i- 
fied advertising manager of 
Portland Oregonian. 


Charmac Names George Kah 


Charmac Inc., New York bo 
wear manufacturer, has named 
George N. Kahn agency, New Yo! 
to handle advertising. Trade pu 
cations and point of purchase 
plays will be used. 
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TOTAL REDBOOK CIRCULATION 


BY 6 MONTHS PERIODS 
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] | | | 3 x . that the rich Quad- 
z |. 4 | | ‘ é / J ity market (Davenport, 
| -reerreerrererFe?rrF és lowa, Rock Island, Moline 
1945 1946 1947 1948 949 1950 and East Moline, Illinois) 


will be a big profit-getter 
for you. It has for hun- 
dreds of others! After all, 
1950 Sales Management 
Survey of Buying Power 
figures show total effec- 


tive buying income of 
) $418,578,000 in the 
ff Quad Cities! 
PUNCTUATE YOUR SALES 
In This 
RICH QUAD-CITY MARKET 
By Using The 


DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home -Delivered Circulation 
on both the lowe and Illinois 
sides of the important Quod. 
City market. 


Hoh 


is going places | 


BECAUSE IT’S SERVING THE SELF-INTEREST OF YOUNG ADULTS! 


THE DAILY TIMES 


DEMOCRAT & LEADER 
represented nationally by 
Joann & Kelley, inc . 
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Disc Jockey Shows 
Quickly Boost Sales 
of Cup O Gold Bars 


Los ANGELES, March 9—Use of 
radio and TV spots by Hoffman 
Candy Co., begun Jan. 15, has 
widely expanded its distribution 
in Southern California, and in- 
creased by 40% sales of its Cup O 
Gold 10¢ candy bar. 

Given a new appropriation to 
widen distribution for the bar, the 
Mayers Co., Hoffman's agency, 
put three-quarters of the budget 
into low-cost disc jockey shows, 
the remainder in TV _ participa- 
tions 

The radio consists of sponsor- 
ship of a 15-minute segment, Mon- 
day through Friday, of “America 
Dances,” featuring Dixieland and 
jazz music, and a 15-minute seg- 
ment on Saturday of “Strictly 
from Dixie,” a similar program, 
both on KFWB. Television use 
consists of a once-a-week partic- 
ipating spot on KTLA’s “Handy 
Hints.” Trade promotion included 
several small ads in drug and gro- 
cery trade publications, announc- 
ing the ad schedule. 

Weekly sales of Cup O Gold 
were running about 3,000 boxes 
(24 bars each) when the campaign 
started. The company’s sales force 
was calling only on larger outlets 
amd active independent retailers 

ho usually buy the whole Hoff- 
io line, which includes boxed 
@Ghocolates, cellophane bag candy, 
and bars. 

— 


@ With the launching of the cam- 
ign, it was decided to offer Cup 
Gold to neighborhood “cash and 
rry" jobbers covering small gro- 
ry stores, drug stores, candy | 
unters in office building lobbies, 

dside stands, lunch counters 
d other outlets not previously | 
ched by Hoffman salesmen. | 
At the end of three weeks, 62) 
w jobbing outlets were added. | 
ese bought 7,000 boxes of candy | 
rs. Thirty have repeated from | 
o to five times. It is estimated 
00 small new retail outlets have | 
been added. The factory has in-| 

Gfeased its weekly production 40% 

te accommodate the present rate 

of orders. 
\A strong factor in these results 

Was the merchandising of the ad- 

tising promotion by the sales 
ce, according to company of- | 
ficials. } 


Otis Elevator Appoints 


William Easton, Jr. has been ap-— 

inted advertising manager of Otis 
levator Co., New York, succeeding | 
Richard Brice who has been given) 
another executive assignment at Otis. 
Mr. Easton is a regular reader of The | 
Wall Street Journal. Like most men 
everywhere who are getting ahead in 
business he finds The Journal pro- 
vides necessary background for im- 
portant decisions. 


{ADVERTISEMENT ) 


May Issue Spot Estimator 

The National Assn. of Radio Sta- | 
tion Representatives, New York, 
is considering putting out another 
spot radio estimator to serve as an 
aid for time buyers. This would 
be a sequel to the spot estimator | 
which the association published in | 
September, 1949. 


TWA Appoints Goode 


John D. Goode, formerly assist- | 
ant director of advertising of Trans 
World Airline, has been appointed 
assistant director of sales promo- 
tion. Mr. Goode formerly was as- | 
sociated with J. M. Mathes Co. and 


| 


Grey Advertising Agency, New 
York. 


Warwick & Legler Names 4 


Warwick & Legler, New York, 
has appointed four vice-presidents. 
They are: Thomas H. Shanley, in 
charge of production; Barrett 
Brady, copy chief; Donald Gibbs, 
creative contact, Los Angeles, and 
Tevis Huhn, radio director. All 
four have been with the agency for 
a number of years. 


Royal Names Ackland A. M. 


Gordon G. Ackland has been 
named advertising manager of 
Royal Typewriter Co., New York. 
He has been with the company for 
five years as assistant to Ellis G. 
Bishop, who will take on a special 
assignment for the company. 


Richards Joins Katz Agency 
J. A. Richards, for the past 10 


years sales promotion and adver- | 


tising manager of Executone Com- 
munication Systems Inc., New 


York, has joined the New York) 


office of Joseph Katz Co. as ac- 
count executive in the electronic, 
industrial and business machine 
fields. 


Melrod Opens Own Agency 


William A. Melrod has opened 
his own advertising agency at 259 
Delaware Ave., Buffalo, N. Y. He 
formerly served as sales promo- 
tion manager of the Sample in 
Buffalo and Bernard's store in East 
Orange, N. J. 
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Carroll Made Vice-President 


John E. Carroll, general sales 
manager of American Hoist & Der- 
rick Co., St. Paul, has been elected 
a member of the board and ap- 
pointed vice-president of sales. He 
rejoined the company in 1949 after 
four years of partnership in Har- 
ron, Rickard & McCone Co. 


Rubberset Promotes Three 


Rubberset Co., Newark, N. J., 
paint brush and roller manufac- 
turer, has made three executive 
appointments. David T. Barry and 
James F. Smith have been named 
paint brush sales managers and 
Stanley H. Britten has been named 
eastern division manager. 


IS THE ONE GREAT SUNDAY MAGAZINE 
WHICH LETS YOU CHOOSE YOUR MARKETS 
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Five Audits of Exhibition Audiences 
Planned in 1951, IBM's Hunter Says 


New York, March 5—The newly , °utlined the new bureau's function 
formed Exhibitors Audience Audit} before members of the Exhibit 


Bureau will take the guesswork! Producers & Designers Assn. here | 


out of exhibiting and make it| The audit bureau is sponsored by 
possible for exhibitors to partici-| the Exhibitors Advisory Council. 

pate intelligently in specific shows, | The bureau expects to make its 
according to Payson L. Hunter of | first attendance audit before the 
International Business Machines end of March, he said, and hopes 
Corp. to complete five audits by the end 

Mr. Hunter, who is manager of of 1951. 
IBM’s business show department, When the industry really learns 


| about the people who attend indus- 
| trial and trade shows, Mr. Hunter 
said, exhibit builders will be able 
to design and build exhibits more 
| effectively for the type of audience 
they know will be at the show, and 
| for the particular part of the audi- 
|}ence that the exhibitor wants to 
reach. 
The audit bureau, he explained, 
has five members from the Ex- 
hibitors Advisory Council, three 


| from the managers of shows, and) 


one each from the Assn. of Nation- 
al Advertisers, National Industrial 
Advertisers Assn. and American 
Marketing Assn. 

| Two working committees have 


) been set up. One has charge of 
classification and the standards of 
audit methods. The other is 
charged with responsibility for 
certification of the actual audit. 

Registration cards will be the | 
basic source of audience informa-| 
tion in the average show, with 
mail-questionnaire interviews and 
other methods used to double- 
check the information as recorded 
on registration cards. In the case} 
of large public shows, he said, it 
may be necessary to use sampling 
techniques. 


@ As the audit bureau gets under 
way, Mr. Hunter said, there will! 


ASRS SRR ae oss | 


Build Sales Market-by-Market 
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with the FLEXIBILITY of 


, 


ge 


— 
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7. Deep penetration into largest consumer masses in 
America’s most influential buying centers. 

8. Individual, street-by-street market guidance of the 

famous Hearst Sales Operating Controls. 


Tetal 10-Market Circulation Takes Your Advertising To 


| Vision 


be special task committees set up 
for specific shows. These commit- 
tees will audit those shows in co- 
operation with and under super- 
of the classification and 
certification committees of the bu- 
reau. 

Reports will be made to the Ex- 
hibitors Advisory Council, and wili 
furnish industrial, geographical 
and occupational breakdowns. 
These will be available to council 
members, and to the manager of 
the audited show. That manager 
may distribute the audit in any 
manner that he chooses, or he may 
use excerpts from the reports 
under suitable control by the bu- 
reau. 

Audit reports, Mr. Hunter said, 
will raise the standards of individ- 
ual shows, members of the bureau 
believe, and in consequence the 


| standards of the entire exhibition 
| industry. This in turn, he said, 


should increase the return on 


| money invested in exhibitions. 


LeBlanc Names Two V. P.s 


Turney Gratz, formerly execu- 
tive vice-chairman of the Demo- 


| cratic National Committee, has re- 


a 


° 
‘ 
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ae 


as 
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| Hubbard Ayer, has joined Luc 


signed to become vice-president 
of the LeBlanc Corp., maker of 
Hadacol, with headquarters in 
Washington. Mr. Gratz will direct 
export sales. Mac D. Hedrick, as- 
sistant to Sen. LeBlanc, has been 
named vice-president, and will 
assist in directing advertising, pro- 


motion and sales. 


Names Tally Embry Agency 
Hotel Everglades, Miami, 
appointed Tally Embry Adverti- 
ing, Miami, to handle all its - 

vertising, effective April 1. Ne 
papers, outdoor, magazines and @- 
rect mail will be used. 


Lewis Joins Lucien Lelong 
Ralph Lewis, who recently 
signed as president of Har 


Lelong Inc., Chicago, as vice-pri 
ident and general manager. 


Are You Doing Your 

Share to Cause Under- 

standing of U.S.A. 
Freedom? 


Advertising and public relations 
men can promote understanding ’ 
of what makes our nation “tick” 
as no other group can. You can 
help your employees, your as- 
sociates, your clients and their 
employees to understand the 
basic principles of our republic. 
You can do your share to teach 
the truth about our private 
competitive enterprise system. 


Building A Strong America 
(Reading time | hour) 

It is a packet of six basic leaflet 
messages explaining the relation 
of people and profits and what 
builds your prosperity and mine. 
The packet contains specific 
pamphlets regarding (1) agri- 
culture—(2) the motor vehicle 
industry— (3) the petroleum in- 
dustry— (4) your prosperity and 
mine and individual industries 
vs all family income— (5) “People 
and Profits—how individual in 

centive and competition “pay 
off.” Why not send for several 
of these packets. See how the 
inter-relationship of industry 
and agriculture brings prosperi- 
ty to our homes in this capital- 
istic republic of U.S. A. freedom. 
Single copies only 15; two for 
25c, ten packets for $1.00. Send 
tedey for your copies te 

Public Services Division, The 

Byron G. Moon Company, tnc., 

401 Broedway 
New York 13, N. Y. 
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Bland Leaves Pepsi-Cola 
David Bland has resigned as dis- 
play manager of Pepsi-Cola Co., 
New York, and has been replaced 
by Charles Derrick, formerly as- 
sistant display manager. Mr. Bland, 
a director of Point of Purchase Ad- 
vertising Institute and a member 
of the display committee, Assn. 
of National Advertisers, is pre- 
paring for publication a point of 
purchase advertising handbook. 


WASHINGTON, March 5—Depart- 
ment stores credited improved 
weather conditions and the ob- 
servance of Washington's birthday 
with primary responsibility for 
heavy sales during the week that 
ended Feb. 24. 

Department store sales through- 
out the nation were up 24% during 
the week, as compared with dollar 
volume during the corresponding 
week of 1950, according to the 
latest Federal Reserve Board re- 
port. 

Weather conditions and the holi- 


SELL 


THE MAIL. 
ORDER WAY 


40 East 54th Street Kansas City 2 


Federal Reserve Figures on Department Store Sales 


the Cleveland district (up 40%). 
Smallest gain was reported by the 
Minneapolis district. Unlike the 
situation in previous weeks, large 
and small gains were not distrib- 
uted uniformly throughout the 
country. Variations were more 
spotty than at any time since 
Christmas. 

Largest gain among the cities 
was the 51% increase in Indian- 
apolis. Smallest increase was the 
3% rise in St. Paul. 


day undoubtedly played an im- 
portant role in boosting sales, but 
the “buy-it-now” psychology ap- 
parently is firmly entrenched in 
the minds of consumers. Customers 
fear shortages will make it impos- 
sible to buy goods later. The sales 


figures clearly show the result. % Change Som 


Previous Year 


Since Jan. 1, consumer buying ane = ~ = 
s s eder ss 

has been much heavier than in any ipistetet ame Geer ones den. 90 
comparable period since the war — STATES . 5 33 2 
rt . : hones ston District 2 2 u 
(with the exception of the first eh. Slaten 1 2 15 
week in February). Boston ss Ss 
On the latest tabulation, the Springfield 2 3 8 

. P Providence 2 32 30 

greatest increase was recorded in New York District 3 8 2 
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F for 1950 


VERTISING FOR YEAR 1950 


LEADING NEWS 
~ (Reteil Grocer 


@) wiemi Herald (M& 8) 


2e 
3. Houston 


4. Milwaukee Journal 


5, Detroit News (B& S) 


6. 


Again in 1950 The Miami Herald -- with close to 4 million record lines (almost 600,000 
more than the year before) -- set the pace for the entire nation in food advertising. 


Here’s added proof that Greater Miami is one of the country’s most vigorous 


markets; one of the few that has been 
able to top even its own brilliant post- 
war record of performance. 


This record proves, too, that more and 
more local and national advertisers have 
discovered the one newspaper people 
believe in and respond to in South 
Florida is The Miami Herald -- one of the 
nation’s outstanding advertising media. 


MIAMI-- An international Market 


JOHN S. KNIGHT, Publisher; STORY BROOKS & FINLEY, Notional Reps... 


3 - Groceries of 
General 


chicego Daily News (E) 
Chronicle (E& §) 
(gf & S) 


Washington Ster (gz & S) 


Department Stores 
Groceries 


3,887,874 

3,652,789 
3,527 »1400 
3,388, 156 
3,338, 176 
3,258,457 


j Philadelphia District ... 
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DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Feb. 24, '51*..p274 
Week to Feb. 25, '50*....221 
Month of Jan., °51*.... 
Month of Jan., '50*...... 
Entire year of 1950......304 
Entire year of 1949......286 
*Not adjusted seasonally 
pPreliminary. 


x 


Newark .. 32 
Buffalo 30 
New York . 18 
Rochester 35 
Syracuse 


Philadelphia 


4 

3 

2 

5 
6 24 
6 20 
| 5 4 
Cleveland District 7 40 
| Akron 8 31 
Cincinnati 7 33 
Cleveland 8 47 
Columbus 2 31 
Toledo 7 48 
Erie 10 46 
Pittsburgh 4 38 
Richmond District 4 1% 
Washington 2 15 
Baltimore 2 22 
Atlanta District 7 22 
Birmingham 30 
Miami 16 
Atlanta 21 
New Orleans 29 
Nashville 21 
Chicage District 37 
Chicago 35 
Indianapolis 51 

Detroit 

Milwaukee 36 
St. Leuis District 16 
Little Rock 12 


Louisville 
St. Louis Area 
Memphis 


ARN ORMIAAONSUOHSTSIHsINSSS 
ZSESESREUESRSL RESALES SKRESSSSESSSAREHESRSSEERESARSESRABRESESES 
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Minneapolis District 7 
Minneapolis 8 
St. Paul 3 
Duluth-Superior 22 

Kansas City District . 20 
Denver 20 
Wichita 35 
Kansas City 19 
St. Joseph 14 
Oklahoma City 9 
Tulsa 16 

Dallas District 19 1 
Dallas 11 16 
Fort Worth ll 9 
Houston . « » 44 
San Antonio 1 4 

San Francisco District 6 13 
Los Angeles Area 10 
Oakland ' 7 17 
San Francisco 6 13 
Portland 5 20 
Salt Lake City 7 17 
Seattle 1 20 


United World Elects Gluck 

Norman E. Gluck, with United 
World Films, New York, for the 
past three years, has been elected 
a vice-president and a member of 
the board of directors of the organ- 
ization, which is a non-theatrical 
film subsidiary of Universal Pic- 
tures Co. 


The Miami Herald 
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-oets to the 
heart of America 


TEX (McCrary) and JINX (Falkenburg McCrary), stars of radio and television and one of America’s most popular “Me. and Mrs.” teams. 


The future of America is being decided 
in its homes as well as in the halls of 
Congress. War and peace...the draft..; 
the cost of living... controls... health... 
housing. These things are vital to all. They 


are drawing families closer together. 


With so many experiences in common, 
it is natural that millions of families should 
be drawn to America’s great family mag- 


azine, The Saturday Evening Post. And it 


| AE WINson:! vrs: Ne es 


ey — - 


is indicative of the Post's editorial scope 
that in these families it is read by ninety- 
six per cent of the husbands and ninety- 
two per cent of the wives. 

Advertisers know this. They also know 
that people have a very special feeling 
about anything printed in the Post. As a 
result, the Post continues to carry more 


advertising than any other magazine. 


The Post gets to the heart of America. 


A comprehensive survey of weekly 
magazine reading reveals that: 


1, Readers spend more time with the Post 
2. Readers return more often to the Post 
3. Readers believe the Post is more reliable 


4. Readers have more confidence in products 
advertised in the Post 


5. Readers pay more attention to advertising 
in the Post 
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N NEW YORK, where sales opportunity 

is limited only by sales effort, one 
home-going newspaper delivers the 
family coverage you need for volume 
sales. 42 out of every 100 families who 
read a metropolitan evening newspaper 
read the Journal-American. 


And they read it through choice alone. 
No one is ever “sold” a newspaper in 
New York. There is no city - wide home 
delivery under metropolitan newspaper 


ournal a 
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management. There is no price incentive. 
Like your merchandise on retail counters. 
the choice is up to the customer. 


It is significant then that the New York 
Journal-American overwhelmingly out- 
sells all competition in the evening field. 
To move merchandise in New York, to get 
your share of New York's take home pay. 
you need the sales power of the Journal- 
American, favorite take home paper 
in more than 700,000 New York homes. 
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Auto-Lite Considers ‘Suspense’ Tops 
for Appealing to Consumers, Dealers 


President Martin Made 
Decision to Buy Show; 
Ad Budget Is amend 


By James V. O'GARA | 
To.tevo, O., March 8—Both the | 
audio and video versions of “Sus- 
pense,” the star-studded mystery 
drama, are programs well-calcu- 
lated by the sponsor, Electric Au- 
to-Lite Co., to gain consumer ac- 
ceptance for its products and to 
win dealer approval of the com- 
pany. 

Auto-Lite (“largest independent 
producer of automotive electrical 
equipment in the world”) feels 
that a mystery show of the “Sus- 
pense” caliber is practically ideal 
for achieving these twin aims. 

This feeling is predicated on the 


belief that a mystery yarn featur- | format, featuring Harlow Wilcox 


ing a big Hollywood name attracts | 
a huge male audience. And it’s} 
the men that Auto-Lite is after— | 
because Dad or big brother usual- | 
ly buys the sparkplugs, batteries 
and other replacement parts for} 
the family car. What’s more, all 
96,000 Auto-Lite dealers are men. 


” Auto-Lite first bought ‘“Sus- 
Pense,” a half-hour CBS package 
Show, in July, 1948. (The visual | 
agaptation, seen over CBS-TV, first | 
Went before the cameras in March, | 
1849—-the pioneer mystery show 
op network TV.) The company’s 
Gusiness for 1948 amounted to 
some $170,000,000—a figure which 
Was boosted to $218,000,000 in om 
— in 1950 was “substantially 


excess” of the latter figure. 
‘It was Royce G. Martin, Auto- | 
e president, who made the de- | 
eigion to purchase “Suspense.” And 
itewas his idea to use the rotating | 
st&r system on the program. As a 
result, the company uses about 40 
mpvie stars (like Bob Hope, Dan- 
ny Kaye, Jack Carson) a year to 
play the leading roles in its Thurs- 
day night fixture, which originates 
each week in the movie capital. 
Talent costs help to make “Sus- 
p@Mse” one of the top-price who- 
dunits on the air. 


” 


@ The radio “Suspense” has en- 


been on the air. High water mark 
was a 20 Hooperating in 1949. It 
has won the Peabody Award and 
a number of other distinctions, in- 
cluding a “Kilroy” from the 
Armed Forces Radio Service. Pro- 
ducer and director of the show is 
Elliott Lewis, who plays “Frankie 
Remley,” rowdy guitarist on the 
Phil Harris show. 

One reason for the early suc- 


cess of “Suspense” was the fact) 


that CBS made a strong attempt 
to dominate Thursday evening air 
time by lining up three mystery 
yarns back-to-back: “Mr. Keen” 
and “Crime Photographer” sand- 


and characters named Hap and, 
Johnny Plug Check. Here’s a sam- 
ple (used in the fall): | 

Witcox: Hap, how’s your fore- 
sight? 

Hap: Fortune-telling is out of | 
my line, Harlow. | 

Witcox: Then listen to words of 
wisdom by Wilcox the Wizard.| 
There'll be frost on the pumpkin | 
very soon. Time to winterize. 

Hap: Winterize, Wilcox? 

Witcox: Yessir. Drive in to see | 
your Auto-Lite dealer. Get anti- 
freeze...change oil and grease .. A 
and... 
| JouNNy: Check your sparkplugs, | 
| too. 

Witcox: Right, Johnny Plug 
Check. Sparkplugs are the very 
heart of the ignition system. 
You'll find starting your car a 
cinch—even in cold weather—if 
your sparkplugs are working just 


Hap: What if some are worn out, 


AUTO-LITE SALESMAN—This is Rex Mar- 


| shall, who handles commercials on the 


TV version of “Suspense.” 


get (BONG) quick starts, (BONG) 
smoother performance, (BONG) 
gas savings. So Take Johnny Plug 
Check’s advice, folks, and... 

JOHNNY: Check your sparkplugs, 
too. 

Witcox: See your friendly 
Auto-Lite sparkplug dealer tomor- 
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Dick Haymes for three years be- 
fore buying “Suspense”—and can- 
celed because it thought dealers 
would like a mystery show bet- 
ter—found the new format a suc- 
cessful draw and decided on an 
adaptation for video in March, 1949. 
The adaptation was a quick suc- 
cess. Its highest rating to date has 
been a 48 Hooper. Winner of many 
awards, the TV version only re- 
cently was named the nation’s top 
TV mystery program by Hearst 
radio and television editors, by 
readers of the Cleveland Plain 
Dealer, by readers of Chicago's 
TV Forecast and by the editors of 
Motion Picture Daily-Fame. 
Cecil & Presbrey, the Auto-Lite 
radio and TV agency, thinks one 
factor in the success picture has 


been the program’s abstention 
from gore, per se. Infidelity is 
soft-pedaled, religion is treated 


with extreme caution, and third 
degree stuff by the cops is blue- 
penciled. 


wiching “Suspense” for a long right. 
time. 

Harlow? 
e Commercials for the AM ver- 
sion usually follow a_ situation 


Witcox: If they’re worn out re- 
place ’em with ignition engineered 
Auto-Lite sparkplugs and you'll 


row...Remember, you're always 
right with Auto-Lite. 
Auto-Lite, which 


se Among the Hollywood stars who 


sponsored have appeared before “Suspense” 


joyed fairly consistent high rat- 
ings during the 32 months it has 


~ 
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ADIG. TALKS 


R 
BY A DOCTOR 
S 


% 

The voice of a well- |. 

known physician 

will give the public 
confidence in your 
product. My 18 years 

in radio, and 2 in 
television, have established 
my reputation. Experience 
covers health talks, acting 
(as a doctor), and dignified 
endorsements. Member of 


AFRA and TvA. Packaged 
radio and television pro- 
grams dealing with health. 


FREDERIC. 
DAMRAU, 


247 Park Ave., New York 17 
Plaza 5-3638-39 


its MAN POWER 


Exciting Reading 
in the March issue 
of TRUE 


* *. . 


“1 SAY NUTS TO BASKETBALL!" 
Sports expert Stanley Woodward 
writes a lively, controversial 
article about basketball today. 
“If you want to win basketball 
games, you have to have a team 
of octomorphs. The real athlete, 
the well-proportioned, well-de- 
veloped man doesn’t stand oa 
chance against the bean poles.” 


. *. *. 


BOSS OF THE BIG STICK by MacKin- 
lay Kantor. If and when our atom 
bombs are dropped, General 
Curtis LeMay’s men will fly them 
to their targets. Just who is this 

‘highly important military leader 
who “holds your life in his hands” 
but who is so little known? A 
close-up by o famous writer who 
is his friend. 


AMERICA’S FRONT-PAGE DETECTIVE 
by Alan Hynd. An exciting book- 
length feature about one of 
America’s best-known crime-de- 
tection figures—William J. Burns, 
founder of the world-wide Burns 
Detective Agency. 


FRESH WATER SHARK. Emmett 
Gowen, well-known angler, tells 
a thrilling story about fishing for 
the alligator gar—or fresh-water 
shark—the biggest and toughest 
fish native to fresh water. 


BATTLEGROUND BELOW THE SUN. 
Where will the Communists strike 
next? An on-the-spot report about 
Indonesia, the world’s youngest 
Democracy, and how disgruntled 
Dutchmen are strangling native 
independence there. 


BIG TROUBLE AND A BIG IDEA. 
While serving a 30-year prison 
term for murder, David Marsh 
Williams spent his time designing 
revolutionary devices for guns. 
Lucian Cary writes an excellent 
profile about an incredible char- 
acter who has become one of the 
country’s leading and wealthiest 
gun designers. 
7 


THE PURPLE ISLANDS. A beoutiful 
photo essay in full color, of the 
peaceful Madeira Islands off the 
coast of Portugal. 

Plus other articles and special 
features. 


Says WhO? say's TRUE'S recent study* conducted by a 
leading research organization. 


This nation-wide survey made among both men and women 
measures the brand decision and buying influence 
of male vs. female, and... MEN WON — AMAZINGLY OFTEN! 


Take automobiles, for example . . . in over 61% 

of the instances, men alone decide on the make bought... 
in another 30.5°% of the cases men decide jointly with 
their wives. 


9 out of 10 times, therefore, the man’s influence is by far 

the predominant one . . . so if you're selling cars (or batteries 
or gasoline where the man’s influence is still greater) 

. isn’t it logical to direct part of your advertising 
specifically to the man’s market? 


FOR IT’S MANPOWER THAT MOVES YOUR MERCHANDISE — 
and TRUE is by far the largest selling man’s magazine in America. 


*Copy of this study, “Male 
vs. Female Influence in 
Buying and in Brand 
Selection” covering 65 
products may be had 
on request. 
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cameras are Franchot Tone, Lili 
Palmer, Boris Karloff and Nina 
Foch. The stars act under the di- 
rection of Robert Stevens, who is 
credited with pioneering a number 
of new television techniques, such 
as mixing film with live action in 
order to escape the physical con- 
fines of the stage for chase se- 
quences and other outdoor scenes. 

Many of the TV scripts are orig- 
inal, but some radio yarns are con- 
verted for video presentation. The 
reverse, however, is never true. 
The company and its agency feel 
that radio scripts converted for TV 
are attractions because people are 
interested in seeing a story acted 
after they have heard it, but not 
the other way ‘round. 


s TV commercials are handled by 
Rex Marshall, who the sponsor 
feels has scored heavily in identi- 
fying himself with Auto-Lite 
products. It’s Rex who stars at all 
dealer shows staged by the com- 
pany. (Harlow Wilcox usually ap- 
pears at the dealer meetings, too, 
via motion pictures.) 


A fairly typical TV commercial 
involves a specially drawn car- 
toon with Rex Marshall giving a 


running commentary. Something 
like this: 

(Imitating sportscaster at 
match) “Oh, brother, look at 


Bonecrusher beat up that buggy. . . 
he’s giving it the airplane whirl. .. 
he’s about to throw it. . hey, Bone- 
crusher—hold it. Gulp—well, I 
guess it’s safe now to tell you that 
one of the major causes of battery 
failure is extreme loss of water. 
And of course what our mighty 
man of muscle should have is the 
famous Auto-Lite Sta-ful battery. 
You know that’s the battery that 
needs water only three times a year 
in normal car use—that’s right, 
only three times.” 


s Auto-Lite, which believes that 
the AM and TV “Suspense” pro- 
grams are winning consumer ac- 
ceptance against some tough com- 
petition, is also doing a heavy mer- 
chandising job on its dealers. 
This takes such forms as fre- 
quent postcard mailings, broad- 


sides, dealer ballots and so on. The 
company makes a point of asking 
the dealers to suggest stars to ap- 
pear on the programs and to get 
their candid reactions to shows 
they have seen and heard. 

Right now, the dealers are in- 
clined to think more highly of 
TV “Suspense”’—but Auto-Lite 
is convinced that both versions 
score—and that both AM and TV 
mean more sales. 


s Auto-Lite will spend approxi- 
mately $4,000,000 this year pro- 
moting its products, Donald B. 
Seem, advertising manager, has re- 
vealed. 

The program, which represents 
a slightly higher budget, calls for 
strong newspaper, magazine, ra- 
dio and TV use. 

“Suspense” will be continued on 
176 CBS radio stations in the U. 
S. and Canada and on 27 television 
stations. Nineteen of the TV out- 
lets will carry a live show, and 
the other eight, films. 

Magazines scheduled include Col- 


ics, Popular Science and The Sat- 


urday Evening Post. 
In addition, 38 Sunday roto sec- 


tions will be used along with roto 


in 300 weekly newspapers and 
b&w ads in 1,908 weeklies. 

Seven farm magazines, 16 auto- 
mobile trade publications, seven 


fleet transport and three marine 


publications also will be used. 
Auto-Lite plans no 
schedule this year. 
Ruthrauff & Ryan handles all 
Auto-Lite advertising except ra- 
dio and TV. 


Daniel Potter Joins B&B 

Daniel Potter has joined the 
media department of Benton 
Bowles, New York, as director of 
media for all Procter & Gamble 
products. His recent affiliations in- 
clude the National Broadcasting 
Co. and Compton Advertising. 


NAB-TV Appoints Thad Brown 

Thad H. Brown Jr., Washington 
radio-television attorney, has been 
named counsel for the National 
Assn. of Broadcasters’ television 


lier’s, Life, Look, Popular Mechan- poard 


that moves merchandise 
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...and more men buy TRUE 
than any other 
man’s magazine 
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Survey Finds War 
Has Not Affected 
Many Sales Forces 


New York, March 6—Mobiliza- 
tion of the national economy has 
exerted little effect on the size of 
sales forces, a poll of the member- 
ship of the Sales Executives Club 
of New York reveals. 

Of the sales executives polled, 
95% have made no reduction in 
sales forces in the past month, 
| while 5% said they had. 

Asked, “Do you expect to cut 


down?,” 3% answered yes; 96% 
said no, and 1% said they were 
| undecided. 


Asked about policies for the dis- 
| Position of men, the 3% of exec- 
| utives who said they expected to 
|reduce sales forces were evenly 
| divided between transferring sales- 
|men to other jobs and adopting a 
policy of not replacing men who go 
into the armed services. 


es Headed by Albert J. Wood, pres- 
ident of A. J. Wood & Co.,, the 
club’s research committee has 
established among club members 
a telephone “network” for putting 
questions to an “at-random sam- 
ple of the membership.” 
Recently asked whether they 
favored drafting 18-year-olds now, 
69% of the members answered 
yes; 23% answered no, and 8% 
were undecided. The total me 
bership of the club is 2,080. 


RTTV Retains Mullen 


Station KTTV, Los Angeles, 
retained Frank E. Mullen, te 
sign consultant and chairman 
the board of Jerry Fairbanks I 
as management consultant 
Mullen will] assist in the form 
tion of the future plans for 
station, which loses its CBS aff 
ation April 1. Mr. Mullen has begn 
acting as consultant to Stat 
WPIX, New York, since 1949. 


Miller Joins Academy Film 


Bernard I. Miller, formerly p 
ident and general manager 
WMOR and former head of 
own TV production organizati 
B. I. Miller & Associates, has joi 
the sales department of Acade 
Film Productions Inc., Chicago. 


“Woman's Day’ Names Ca 

Helen Cassie, with Woman's D 
New York, since 1943, has been 
pointed promotion manager of 
magazine. 


EVERY READER 
IS A PROSPECT 


1 Because its newsstand sales 
. 
are purely voluntary! 


Because only those actively 
2. interested in acquiring a new 
home read it! 


Because it offers specific in- 


. formation on all phases of the 
new home field! 
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We're tired of being the Advertising Agency 


121 WEST WACKER DRIVE « CHICAGO 1, ILLINOIS 


A recent sensation is 

ette Deodorant. We've been 
with Stopette since the very 
Sagineing—ene in just three 
and a half years it’s climbed 


to the front rank among anti- 
perspirants. 
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COFFEE — 


McLaughlin's Manor House Sales were 
ahead of the industry in 1950. Coupon- 
ing by competitors and a rash of special 
price deals should have bitten deeply 
into Manor House sales. Instead, Manor 
House figures show up ahead of the in- 
dustry! One important reason, of course, 
is that McLaughlin in its home market 
has three television shows. 


We started All Purpose RIT from 


EARLE LUDGIN & COMPANY 
ADVERTISING 
tt, baal 
121 West Wacker Drive 


scratch. The leading h hold 
dye wasn't always Rit—but it is 
today. We launched All Purpose 
RIT after the client return- 
ed to us from two years 
with one of the largest 
agenciesinthe world. Spot 
radio, newspaper ads and 
now TV have given Rit 
the number 1 billing in 
household dye sales. 
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Shinole came to us be- Mengel Furniture now an acknowledged 
cause of Rit. Our success leader of the industry. Since the Mengel 
with Rit led Best Foods, account came to us a year and a half ago, 
Inc., to give us the Shoe distribution has been doubled...and so 
Polish division of their have sales. Dealer enthusiasm has reached 


business. a new 


high. 


that only other Advertising men know 


Ask any man in the advertising field—in agencies or in media—and the chances 
are he knows us. Favorably, too, we'll bet. He'll probably say we're advertising 
men who work darned hard at our craft. 


Maybe we ought to be satisfied with this recognition. But there are many adver- 
tisers looking for an agency like ours who don't yet know our name! We're called “a 
medium-sized” agency, whatever that is, in which the principals still work every day 
and where every account man is a creative man. We work from sales figures rather 
than from hunches. Some of our successes have been spectacular. Others have been 
due to long-range thinking and hard-slugging. 


If you are an advertiser with a good product to sell, we might be a good agency 
to talk to. 


Ekco Products Company has recent- 
ly returned. Ekco left us two years 
and a couple of agencies ago, but 
we're proud to have them back. 
Watch what we do with Ekco’s Flint 
Cutlery, Flint Kitchen Tools (so 
good they're guaranteed for 15 
years!) and other Ekco specialties. 


TV is a medium we know a lot about, as these 3 shows (and clients’ sales figures) prove. 


Wrisley has too many good 
Genel” Part of our Xe for 
Wrisley has been to help decide 
which part of an extensive line 
should be promoted. Wrisley's 
Bath Superbe Soap is doing 
very ‘ool tank you. 


it’s no accident that Hartmann 
is still first in demand. 


Studs’ Place (ABC) is doing 
a whale of a job for McLaugh- 
lin’s Manor House Coffee. 
It’s as heart-warming a pro- 
gram as the coffee it sells. 


What's My Line? (CBS) has 
moved up and up and up in 
popularity—and so has Stop- 
ette. See it Sunday nights for 
good fun and swell commer- 
cials, 


Penthouse Party, with Bet- 
ty Furness (ABC) is sponsored 
by two Best Foods products— 
Shinola and All Purpose RIT 
—and gives them star billing 
onagay and glamorous show. 


There’s a world of competition 
in the luggage field. (Don't think 
for a minute that your competition 
is tougher.) But Hartmann main- 
tains leadership with a fine prod- 
uct, and mighty good advertising. 
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PHOTOGRAPHIC 
REVIEW 


NEW York CELEBRATION— New York employes took part in Campbell-Ewald’s 

40th tion (AA, Feb. 19) with a reception and dinner at the 

Hotel Pierre. Shown here are Winslow H. Case, senior vice-president in charge of 

eastern operations, who pted co special scroll in behalf of the New York stoff, 

and Doisy |. Hunti ived a check from President Henry T. Ewald in 
eoulaites of 30 years’ service with the agency. 


REPRESENTATIVE—Advertising clubs all around the country are working on their 

sponsorship of local essay contests for high school students preparatory to entering 

winners in the national AFA contest. Here are the two Chicago club presidents, 

Gordon Taylor, vice-president of Reincke, Meyer & Finn, president of the Chicago 

Federated Advertising Club, and Gladys Blair, J. Walter Thompson Co., who heads 
the Women’s Advertising Club, with Mary Nolan, national winner last year. 


GETS MUSIC AD AWARD—Green Giant Co. won first place for 
the most effective use of music as a theme in non-music odver- 
tising during 1950 in the competition of the American Music Con- 
ference. At left is one of the ads in the series, ond at right are 
Jack Mullowney, Green Giant ad manager, and Louis G. LaMair, 


SHOW GIRL—Marge Adoms, Miss Panto- 
the 


sote of 1951, 


Co., Passaic, N. 


P' 


and soles sessions. 


J., at taraituve shows 


41 


AMC president, exhibiting two of the ads. Looking on are mem- 
bers of the creative stoff of Leo Burnett Co., the agency. Left to 
right: Walter Riddell, service manager; William Tyler, copywriter; 
William Diener, account executive; and Andrew Armstrong, art 
director. 


CHUMMY—Fran Allison of ‘Kukla, Fron & Ollie,” visiting Hollywood, is me - 

with @ party. With her are Thomas C. McCray (left), director of NBC 

division radio operations in Hollywood, and Norman Blackburn, NBC Nllyeged 
director of network television operations. 


CLEVELAND CLUB GETS TROPHY—Last November's “Everybody 
Vote” project put over by the Cleveland Advertising Club won 


Cleveland Convention and Visitors Bureau, ot whose annual 
meeting the trophy was oworded; James Pritchard, Society for 


dati 


this trophy, p 


the Noti 


by | Heritage F left 
to right are H. Jack Lang, Lang, Fisher & Stashower; Lester S. 
Auerbach, post president of the club; Frank J. Ryan, president, 


Savings, club treasurer; John 8. Calfee, chairman of the project; 
Horace C. Treharne, the group's executive secretary; and C. M. 
Hunter, of WHK. 


STOPPER—This car cord, prepared for Wimelbacher & Rice inc. 
by its agency, Doyle Dane Bernbach, is being used in buses in 


NEW SPONSOR—Freemon Gosden ond Charles Correll, better known os “Amos 

‘n’ Andy,” get together with their new radio sponsor, C. Earl Cooper (extreme 

right), director of marketing for Rexall Drug Co., following @ broadcast in Holly- 
wood. At the left is Kenneth L. Yourd, CBS director of progrom administration. 
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It's Wash Hours, Not Days, 
Reader Tells Copy Cub 

To the Editor: ADVERTISING AGe’s 
Copy Cub said recently that “home 
washer manufacturers can take 
heart from the fact that the calen- 
dar makers have provided them in 
1951 with 53 wash days.” 

Copy Cub should brush his 
swirling white whiskers from his 
eyes and take a look around. To- 
day’s home laundry equipment is 
so efficient that wash days have 
become wash hours and, in plenty 
of cases, wash minutes. It is not at 
all uncommon to cleanse a washer 
load in a matter of minutes. 

One of New York's best known 
magazine appliance editors thinks 
nothing of dropping two sheets in- 
to her washer before she sits down 
to dinner on Long Island, drying 
them in her automatic tumbler 
dryer while she reads her evening 


This department is a reader’s forum. Letters are welcome 


paper and ironing them, on her 
ironer, of course, while ignoring 
her television set. 
“Wash days,” indeed! 
WILLIAM SHaw, 
William Shaw Public Rela- 
tions and Publicity, Chicago. 

. o - 
Photoengravers Answer 
Conservation Proposal 

To the Editor: A recent issue of 
ADVERTISING AGE contained an ar- 
ticle wherein the Advertising Club 
of Washington, D. C., was reported 
to have urged its members to fol- 
low a ten-point program to con- 
serve zinc in the production of 
photoengravings. The amount of 
zine which could be saved by such 
a suggested plan would be infini- 
tesimal. 

We are in sympathy with any 
concerted, intelligent cooperative 
plan which will aid in the conser- 


vation of metal needed for the war 
effort, and from a practical view- 
point, based on long years of in- 
dustry experience, we recommend | 
the following, if the advertising | 
agencies are genuinely desirous of 
saving metal: 

(a) Eliminate rush work. Rush 
orders for plates mean the photo- 
engraver cannot use all the avail- 
able space on a sheet of metal, as 
time will not allow the flat to be 
held for small negatives to be 
stripped into the vacant spaces; 
consequently a great part of a 
flat is wasted dead metal which 
ends up in the scrap barrel. Al- 
though this scrap metal is sold to 
smelters it is still counted as 
pounds of metal used. 

(b) Elimination of bearers on 
plates when the electrotyper can 
place his own bearers around the 
plate. For instance, a 3 col. x 10” ad 


-Capper's Week 


—— 


MAKES THE SALE 
... AT LOW COST 

in the fick Midwest Farm 
and Rural Town Market 
OF IOWA, NEBRASKA, MISSOURI, KANSAS, AND COLORADO | 


| paste; 


Throughout this great region in lowa, Nebraska, Missouri, Kansas and Colo- 


rado . . . Capper’s Weekly is a family reading favorite. 


For lower 


sales cost and increased volume from this vast able-to-buy 


Midwest Farm and Rural Town market area — put 


Capper’s Weekly on your list! 


Remember — 


Capper’s Weekly is the long established 


~— Cappe 


Feature News Weekly of the 


Rural Midwest! 


reine aee rr 


Topeka,Kansas 


I's Week| 


912 Kansas Avenue ; 


PUBLICATIONS INC. 


with bearers contains 36 square 
inches of dead metal, of which 30 
square inches could be saved by 
allowing the electrotyper to place 
his own bearers around the plate 
before making mats. That 30 
square inches saved would pro- 
duce a 2 col. x 7” ad. 

Also, it may be a good time to 
remind buyers of engravings to 
junk old plates so they can be 
sent to the smelters for making 
brass and other copper products. 
Many of those old engravings are 
of no value w the advertiser be- 
cause of outdated art work, trade- 
mark changes, etc. Let’s get that 
metal to the smelters so it can be 
put to work for the war effort. 

Harry E. Cook, 

President, Photoengravers 

Assn. of Northern California, 

San Francisco. 


Evans Enumerates Some ~ 
‘Mores’ in Current Copy 

To the Editor: Thanks to Havi- 
land F. Reves of Detroit for the 
latest report on the doughnut and/ 
or friedcake situation in the Motor 
City. I have been away from there 


about six years and in that short) 


time the giant doughnut and pre- 
pared mix corporations seem to 
have moved in and forcibly altered 
the local word symbol, custom, or 
mores. 

And speaking of mores, C. E. 


Ihrie of Bryan, in a recent letter, 


asked facetiously, “What is a 
‘more’?” 

A “more,” Mr. Ihrie, is a sine 
qua non of much present-day ad- 
vertising. Without a “more” to 
start it, many a smash head would 
not have been written, and many 
a power-packed ad have died 
aborning. 

More Doctors Smoke Humps; 
More Physicians Prescribe Soap; 
More Dentists Recommend Tooth- 
More Housewives Use 
Sneezo. But why parody? A fast 
paging through this week’s ADVER- 
TISING AGE shows: More Punch "Til 
Lunch (Kellogg’s Corn Flakes), 
More Fun in °51 (in Minnesota), 
The Oregonian Reaches More Wo- 
men; More Sunshine (Tucson), 
More than 700,000 New Yorkers 
prefer the Journal-American, and 
if you want more “mores,” here’s 
a double-header: More and more 
leading exporters are becoming... 
Life International advertisers. And 
for good measure, here’s a three- 
decker: MORE Advertising Pages, 


MORE Advertisers, MORE Adver- | 


tising Revenue (MoToR). 
Need I say more? 
JOHN EVANS, 
Advertising, 


Direct Mail 


Chicago. 
- +. - 


Goodrich’'s 32-Page Ad Gives 
Students Story of Industry 

To the Editor: I don’t know 
which one among magazines with 
national circulation holds the rec- 
ord for the largest single adver- 
tisement placed by one advertiser 
in any of its issues, but we are 
publishing something in our March 
7 issues which may constitute a 
record. 

It is a 32-page cartoon-style ad- 
vertisement in four colors by the 
B. F. Goodrich Co. which tells the 
story of the rubber industry and 
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of the part which Goodrich has 
played and plays today in the 
development of the rubber indus- 
try. The title of the 32-page insert 
is “Wonder Book of Rubber.” 

We are publishing approxi- 
mately 1,100,000 copies of this in- 
sert as a part of our regular edi- 
tions for March 7. Scholastic Mag- 
azines are read and studied today 
in more than 18,000 schools 
throughout the U. S. 

In addition to the approximately 
1,000,000 boys and girls from 11 to 
18 years of age who will read the 
B. F. Goodrich story as a part of 
the March 7 issues of Scholastic 
Magazines, there will also be ap- 
proximately 100,000 junior and 
senior high school teachers and 
administrators who will receive 
this insert as a part of the teacher 
editions of Scholastic Magazines. 
The teacher editions will carry a 
full-page lesson plan and study 

| guide to suggest ways of discussing 
the B. F. Goodrich insert in the 
| classroom as well as of using it for 
reading and study material. In 
| this way, practically every junior 
and senior high school in the U.S. 
will receive a copy of the insert. 
A follow-up program planned 
| for the rest of this calendar year 
will assure B. F. Goodrich of con- 
|tinuing its impact in the junior 
and senior high school field. In 
this way, the advertiser will tell 
|not only his own story but on a 
broader scale the story of Ameri- 
can business and industrial 
achievement to the junior and 
senior high school market. 
Don LAYMAN, 
Vice-President, Scholastic 
Magazines, New York. 


Postal Service Editorial 
Wins Extra Readership 

To the Editor: In reading Apver- 
TISING AGE, dated Feb. 19, we were 
| very much interested in the edi- 
| torial titled “Postal Service: Bad 
and Getting Worse.” 

Due to the fact that our business 
is based on service and because 
we rely a great deal on the mail 
service and are experiencing a de- 
terioration in the mail service, we 
would appreciate your permission 
to make copies of this editorial or, 
if it is possible for you to supply 
| reprints of this page, will you be 
| good enough to quote us prices for 
| 1,000 reprints? 


R. C. BICHEL, 
Sales Manager, 
Co., 


| Assistant 
| The Walman Optical 
| Minneapolis. 
| * e 2 
| 
| All a Matter of Timing 
| To the Editor: The New Yorker 
| —or in earlier years, B.L.T. [Chi- 
|cago Tribune columnist] of hal- 
lowed memory—would probably 
list this under “What page d’ya 
read?” 
On Page 16 of your Feb. 12 issue 
| you state that Chicago has 815,471 
TV sets while on Page 18 you give 
the New York figure and say “fol- 
lowed by Chicago with 830,000.” 
WiLcarp H. Coss, 
President, Newsdealer Maga- 
zine Inc., New York. 
This is a rapidly growing field. 
Between Page 16 and Page 18 an 
entire day elapsed! 
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DiSalle Becoming Best-Liked 
of New Defense Officials 
WASHINGTON, March 8—Price 
Stabilization Chief Mike DiSalle 
spends a good part of his day lis- 
tening to the troubles of business 
men who find it hard to operate 
under price controls. 
“They are all losing money,” 
he reports. “Sometimes I wonder 
where they get all this money to 


By STANLEY E. COHEN, Washington Editor 


lose.” 


When he gets home at night, of the defense program newcom-| 
lectures him) ers. 


sometimes his wife 


about the cost of running a home| 


| protect the consumer, at no ex- 
| tra cost.” 

Because he is built like the pro- 
| verbial “Mr. Five-by-Five,” and is 
quick with the wise-crack, the 
odds were pretty high three 
months ago that Toledo’s mayor 
would have rough going in the 
“big time.” He confounded the 
skeptics, and is rapidly becoming 
the “best liked and most respected” 


DiSalle listens to everyone who 


and raising a family of five chil- has an idea to contribute, then 


dren. 
“The government 


makes his own decisions on a 


sure got a/single premise—“What's best for 


bargain when it hired me,” he told| the program?” 


the National Press Club. “It got a! 


His retail margin markup order 


director of price stabilization, and is so good it shows up the hypoc- 


Louis Allen Weiss, ex- 
| chairman, has accepted a thankless 
assignment at National Production 
Authority. As director of the Office 
of Civilian Requirements, 
keeper of the home front. 

It’s his job to sit down with top 
mobilization officials and fight for 
materials to keep consumer goods 
a chairman of the committee to! risy of labor’s statement that price! industries at the highest possible | 


ven 


NATIONAL AD-MEN BUY MORE. In Washington, D. C. The 
Star carries more national display lineage than any 


other Washington paper .... logically. 


RETAIL AD-MEN BUY MORE. The Star carries more retail 
display advertising than any other Washington paper— 


more where-to-buy-it lineage. 


No Matter How You Look at it... 
No. 1 in the Nation’s Capital 


The Washington Star 


Evening and Sunday Morning Editions 


THE EVENING STAR BROADCASTING COMPANY 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 
Lexington Ave., NYC 17; The John E. Lutz Co., Tribune 
Tower, Chicago 11. Member: Bureau of Advertising, 
ANPA Metropolitan Group, Audit Bureau of Circulation. 


OWNS AND OPERATES STATIONS WMAL, WMAL-FM AND WMAL.-TV 
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control is operating for the benefit | level of operation. In his first few 
of big business. The margin order) days on the job, he cleared sup- 
has so many anti-profiteering gim-| plies for baby carriages, flatware, 
micks that retail groups are un- electric ranges, refrigerators and 
easy. 
DiSalle says the gimmicks will 
stand. “You can’t have price con- 
trol without forcing someone to| may have the life or death say 
absorb some of these increasing, on color TV. In the event FCC’s 
costs,” he declares. 


| metal furniture. He is having a 
| rough time with cigaret lighters. 
| In the course of time, his office 


| decision approving CBS color sur- 
vives the Supreme Court, manu- 


Mutua facturers will undoubtedly have 


| difficulties getting motors and 
| other materials for color convert- 
ers. At some point the Office of 
Civilian Requirements might have 
to rule whether color would be an 
| efficient use of critical materials 
| at this time. 
* 7 * 

The editor of the Telegram, Gar- 
| den City, Neb., thinks posial rates 
should be increased—particularly 
| the rates on what he describes as 
“junk mail.” His editorial sup- 
| porting a 2¢ rate on direct mail 
matter was read to the House 
| post office committee Tuesday by 
Postmaster General Jesse Donald- 
son. 
“By junk mail, I suppose he 
| means circulars,” said Rep. Robert 
| Corbett (R., Pa.) “I wonder if he 
refers to his own advertising col- 
umns as junk, too.” 

Another committee member, 
Rep. Harold Hagen (R., Minn.), 
commented, “I’m a newspaper pub- 
lisher, and direct mail competes 
with me, but I believe in giving my 
competitor a fair break.” 

~ e 7 

The House Monday okayed a 
special interstate commerce sub- 
committee to watch the newsprint 
situation. Rep. Lindley Beckworth 
(D., Tex.), the chairman, is a vet- 
eran of a similar committee that 
chaperoned newsprint safely 
through World War II. 

. 7 © 

President Truman sent an emer- 
gency message for $97,500,000 to 
complete a belt of “Voice of Amer- 
ica” transmitters around iron cur- 
tain countries. The $239,000,000 
project was scheduled for com- 
pletion in 1953. Instead, it is to 
be “wrapped up” this year... The 
House ways and meahs committee 
held a two-day hearing on the 
tax status of co-ops. Treasury Sec- 
retary John Snyder thinks the co- 
op tax exemption should be nar- 
rowed to prevent excessive ac- 
cumulation of untaxed “reserves.” 
The co-op rider could be part of 
this year’s tax bill, when it finally 
reaches the House floor, probably 
early this summer. 


Tintair Appoints Two 


James F. Call and Morton M. 
Foster have been appointed district 
sales representatives for Tintair, 
home hair coloring, manufactured 
by Bymart Inc., New York. Mr. 
Call, formerly a retail druggist, 
will cover eastern Pennsylvania, 
and Mr. Foster, formerly with Laco 
Products, will have the Maryland, 
Virginia and District of Columbia 
territory. 


January Direct Mail Up 

Direct mail dollar volume for 
January was $90,672,133, an in- 
crease of 17% over the correspond- 
ing month in 1950, according to 
Frank Frazier, executive director 
of the Direct Mail Advertising 
Assn. Increased use of direct mail, 
rising costs and the extra mailing 
day in 1951 are listed as the rea- 
sons for the rise. 


Sanson Plans Telecast 


Sanson Hosiery Mills, New York, 
will sponsor NBC-TV’s coverage 
of the Easter Parade March 25 
from 12 to 1 p.m., EST, for the 
second consecutive year. Dorland 
Inc. is the agency. Faye Emerson 
and Skitch Henderson will handle 
the commentary. 


| Gold Medal to Duane Jones 
Gold Medal Candy Corp. has ap- 
inted the Duane Jones Co., New 
ork, to handle all advertising, 
which includes Bonomo’s Turkish 
taffy. Donahue & Coe formerly 
carried the account. 
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HOWARD S. PEARSE | 
New York, March 6—Howard 
| S. Pearse, 42, production manager | 
of Hearst Magazines Inc., publish- | 
i er of Cosmopolitan, Good House-| 
\\ keeping, Harper’s Bazaar, House 
; Beautiful, Motor Boating, Ameri- 
{ can Druggist, and Town & Coun- 
y try, died March 4 after a long ill- 
/ ness. 
Born in Brooklyn, N. Y., he was 
| associated with Langer Printing 
) Co. before joining the Hearst or-| 
ganization in 1932. He was named | 

’ production manager a year ago. 


T. F. HEFFERNAN 

WILKES-BarreE, Pa., March 6—} 
Thomas F. Heffernan, 79, editor 
and publisher of the Wilkes-Barre 
Sunday Independent, died at his 
home March 1 after a long illness. | 
He became publisher of the news- 
paper in 1913 after a career on the) 
Wilkes-Barre Record and _ the! 
Wilkes-Barre Morning News, 
where he was co-publisher. 


H. W. FRAMBERG 
Skokie, Itt., March 6—Harvey 
W. Framberg, 48, vice-president of 
, a Barnes-Crosby Co., Chicago en- 
graving concern, died March 3 in! 
| Evanston Hospital. 


i GEORGE INGRAHAM 

: New York, March 6—George In- 
graham, 71, eastern manager of 
National Engineer, publication of 


| 
| 


the National Assn. of Steam Engi- 
neers, Chicago, died Sunday of a 
stroke. For more than 40 years he 
was an advertising salesman for 
newspapers and magazines, in- 
cluding The American Weekly, 
Harper’s Bazaar, House & Garden| 
and New York Herald Tribune. | 


T. J. CAMPBELL 

New York, March 6—Thurlow 
J. Campbell, 59, chairman of Val- 
spar Corp., and former president 
of the New York Paint, Varnish &| 
Lacquer Assn., died March 3 after | 
a long illness. 


DUMONT C. MILLS 
Daytona BEACH, FLA., March 6— | 
Dumont C. (Duke) Mills, 65, sales 
manager of Chasedge Inc., Chica- | 
go agency, and prior to that sales | 
manager of Federal Enterprises, | 
Chicago, died here Feb. 6. 


JAMES M. HILLS 

New York, March 6—James M. 
Hills, 74, vice-president and treas- | 
urer of Hills Bros. Co., food im-| 
porter and manufacturer, died | 
March 3. 

Bern in Brooklyn, N. Y., Mr. 
Hills was graduated from Williams 
College in 1899 and entered the! 
Hills Bros. organization soon after- | 
ward. In 1912, he became advertis- | 
ing manager. In 1923, he organized 
the Grocery Store Products Co. of 


MELVIN, 
NEWELL 


RECTOR, inc, 


creators of | 


properly planned 
publicity 


-idblcKelaliona 


HOLLYWOOD PLAZA HOTEL 


electric and hand 


AGENCY BIRTHDAY—Cake and coffee for the staff made a birthday party a few 

weeks ago for Beaumont, Heller & Sperling, Reading, Pa., to celebrate the agency's 

22nd anniversary. Officiating here is Robert T. Heller, treasurer, aided by Donald 
T. Beaumont, president (left), and Louis J. Sperling, vice-president. 


which he was president until 1939. 
He was a director at his death. 

Mr. Hills was active also in 
church and philanthropic work. 


Caples Moves L. A. Office 
The Los Angeles office of Caples 


Co. has been moved to 301 S 
Kingsley Dr. Recently added ac- 
counts include Zeeman Clothing 


Co., Mode O’Day Corp., Dearden’s 


| Stores and Jackson-Mitchell Phar- 


maceutical Co. 


Appoints Palm & Patterson 
Palm & Patterson, Cleveland, 
has been named by Ohio Hoist & 
Mfg. Co., Cleveland, to handle its 
chain hoists, 


Mails Druggist Blue Book 
Copies of the 1951 American 


Druggist Blue Book, published by | 


American Druggist Blue Book, 
New York, are now in the mails. 
The Blue Book, published an- 
nually, lists drug, pharmaceutical 
and cosmetic prices as well as 
names and addresses of manufac- 
turers. Copies are available at $5 
each from the company at 572 
Madison Ave. 


Rus Walton Buys ‘Herald’ 


Rus Walton, formerly manager” 


of advertising and public relations 
for Gladding, McBean & Co., Los 
Angeles, has purchased the Her- 
ald, San Bruno, Cal., from Bert 
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Farm Publication Reports 
Figures on Revenue Shown 


Through error, the tabulation 
showing 1950 and 1949 revenue 
of farm publications by classifi- 
cation, printed on Page 111 of the 
March 5 issue of ADVERTISING AGE, 
did not carry a credit for Farm 
Publication Reports Inc., which 
developed the figures, and which 
regularly measures about 40 na- 
tional and sectional farm publi- 
cations. 


READERSHIP 


and 


LEADERSHIP 


In St. Petersburg—Florida's 
Fastest Growing Market 


On Feb. 18, circulation of the 
St. Petersburg TIMES reached 
66,000 plus, an All TIME HIGH 
in the history of this paper. 


SIGNIFICANT FACT: No outside 
paper circulates as much as 400 
daily, or 550 Sunday, in 
St. Petersburg. 

With advertising lineage of 
21,895,699 in 1950, LEADER- 
SHIP that places the TIMES 2nd 
in Florida, here is PROOF AGAIN 
that this is the advertising busk 
ness paper of 


ST. PETERSBURG - FLORIDA 


~ TIMES ~= 


Represented by 
Theis & Simpson Co. Inc. 


trolleys and winches advertising.| Nelson. He has assumed active || New York  Dewoit Chicage  Atlanty 

i SSPESSS SA, CHae. Trade publications and direct mail| supervision of the newspaper as ath — “< 
W131 Teletype L.A. 710 = will be used. publisher. 

+ 


THIS WEEK PICK UP QUICK... 


and see for yourself! 


Knothe Brothers 


In Quick, the whole range of the week's news is edited 
and packaged for fast, convenient reading by busy, news- 
conscious people...men and women alike! 

A recent study shows that Quick has a higher 
percentage of female purchasers at the newsstands 


than any other weekly magazine. And... 


A tabulation of magazine sales at 76 Post Exchanges 
and Ship's Services shows that more servicemen buy Quick 
at these outlets than any other weekly magazine reported. 


Advertisers in the current issue: 


Botany Mills Zenith Radio 
Cluett, Peabody Columbia Records 
Curtiss Candy American Express 
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Textron Sets Spring Drive 
Textron Inc.’s spring campaign 
for Indian Head cotton, handled by 
: Grey Advertising Agency, New 
7 York, includes a four-color spread 
3 in the April Good Housekeeping, 
another in the May issue, and a 
third in the June McCall's. There 
also will be full-page ads in Mc- 
Call’s Pattern Book, Simplicity 
Pattern Book and Vogue Pattern 
Book. 


New York, March 5—Judges 
have completed their selection of 
prize-winning business paper ad- 
vertisements in the Associated 
Business Publications’ 1951 com- 
petition. 

In the industrial contest, 24 top 
campaigns were selected from 500 
entries. In the merchandising cam- 
paign 28 prize-winners' were 


YD 


psi 


(DULUTH-SUPERIOR) 


»S 


WOW! 
710 KC.-5000 WATTS 
INCREASED COVERAGE 


| 52 of 800 Entries to Get ABP Prizes 


chosen from 300 entries. 

Presentation of plaques and 
certificates will be made to win- 
ning companies and their advertis- 
ing agencies in the industrial con- 
test April 5 at the University Club, 
Pittsburgh, in cooperation with the 
Pittsburgh Industrial Advertising 
Council. 

Merchandise awards will be 
made April 26 at the Plaza Hotel, 


| New York. 


Chairman of the industrial con- 
test judges is Ernest T. Giles, vice- 
president of Ketchum, MacLeod & 
Grove. 

Chairman of the merchandising 
contest is Raymond S. Reed, mer- 
chandise manager, home furnish- 
ings’ division, John Wanamaker, 
Philadelphia. 


Waterman Sets Spring Push 


L. E. Waterman Co., New York, 
fountain pen and pencil maker, 
plans the largest spring advertis- 
ing drive since 1946, when it spent 
$1,000,000 in magazines and radio. 
This year’s drive will use four-color 
and b&w pages in Life and The 
American Weekly, with each mag- 
azine getting four insertions. An 
undecided number of newspapers 
will carry 200-line insertions. In 
addition, cooperative newspaper 
advertising is planned with key 
outlets in 70 cities. Charles Dallas 
Reach, Newark, N. J., is the Water- 
man agency. 


: Mish EXCELLENT ADJACENCIES 
NATIONAL REPRESENTATIVES: 
ee Free & Peters, Inc. 

& == _ 


ara, Chicago Photoengravers Association 


BOARD OF TRADE BUILDING + CHICAGO 


| | _ gy the Lamefia of friendship 


The old Roman philosopher Seneca, 
who also lived in an age of business 
competition, wrote: “Friendship 
always benefits.” 


This thought was in the mind of the 
founders of the Chicago Photoengrav- 
ers Association because Article II of our 
Constitution and By-Laws states that 
the first object of our Association is: 


to foster a spirit of coopera- 
tion and friendship within the 
photoengraving industry. 


We advance this objective not only as 
an educational program, but supple- 
ment this with social activities which 
are far removed in spirit from the 
Workaday business of making and 
selling engravings. 


Of course, these activities are bene- 
ficial to our hard-working members; 
but how can they benefit buyers of 
engravings? The simple answer is that 
the spirit of congenial cooperation 
among our members leads directly to 
higher standards of operating efficiency 
which are reflected in the quality of 
our work and service. 


When you buy engravings from a 
member of the Chicago Photoengrav- 
ers Association you can be sure that 
you are dealing with an organization 
which accepts and shares responsi- 
bility for the advancement of the 
photoengraving industry. 


KLEISER AWARD—The annual George F. 
outdoor poster of 1950 went to artist Tom Ryan (left) and Art Director Vern Wosnak 
of Brisocher, Wheeler & Staff for this Maier Bewing poster. Leonard Hamshow, ort 


director of Foster & Kleiser, presents the 


Kleiser award for the best West Coast 


Kleiser medal. Looking on is Joy Bloke, 


chosen as queen for the Art Directors Club of Los Angeles ceremonies. 


New York, March 6—Despite 
increasing tightness, outdoor ad- 
vertising space is still available in 
most markets, providing certain 
precautions are taken. This point is 
made in the first of a series of in- 
formational reports to member 
agencies by the member relations 
committee of National Outdoor 
Advertising Bureau. 

Pointing out that contract ac- 
ceptances are running 912% ahead 
of 1950, the NOAB report says 
that most desired space, in large 
or small markets, is still available 
if members do the following: 


e 1. Notify the NOAB of plans 
as early as possible. The sooner 
space orders are placed with plant 
operators, the more chance there 
| is of getting all required space. 

| 2. Impress on clients the neces- 


sity of firm contracts if space to 
be allocated is in markets which 
are in special demand. 
| 3. Remember that even in spe- 
| cial demand markets, the con- 
sumer can be reached by a com- 
| bination of posting and painted 
| display. In this area, the NOAB 
says, it can be especially helpful in 
| planning such operations. 
4. Keep in mind that the more 
| months of the year a contract runs, 
the easier it is to get space in the 
| months of greatest demand. Don't 
overlook the fact that the outdoor 
audience is about the same all year 
‘round | 
5. Be flexible in scheduling post- | 
ing dates, which will allow for 
greater cooperation with the plant 
operator. 


@ Figures on outdoor plant opera- 
tions over a nine-year period point | 
|}up the reasons for the tightened 
| space situation. According to the 
| report, in the larger markets (over 
| 50,000 population) in 1941, the 
average plant was operating at 
|75% to 80% of capacity during 
periods of most use (April-Octo- 
ber). In 1949 plants operated at 
90% to 95% of capacity and the 
period of most use had spread from 
March to November. At the same 
time, the average percentage of 
open space in larger markets 
dropped from 12% in 1941 to 1% 
in 1949. 

In smaller markets, the average 
plant in 1941 operated at 70% to 
75% of capacity, the period of 
most use was April-September, 
and average open space was 13%. 
In 1949, the plants averaged 80% 
to 85% of capacity and open space 
decreased to 5%. Period of most 
use remained the same. 


| @ The NOAB report says that even 
| though the average showing con-| 
tains fewer panels today than it! 
did before the war, present show-| 
ings work harder in market cover-| 


Outdoor Space Availabilities Are Tighter, 
Outdoor Ad Bureau Tells Agency Members 


age because of (1) 42% improve- 
ment of panel visibility; (2) 20% 
more illuminated panels, allowing 
for a nearly 50% increase in ex- 
posure value; (3) 55% increase in 
separating one advertiser’s mes- 
sage from another; and (4) greater 
improvement in plant and poster 
maintenance by plant operators. 
“The net result of these gains,” 
the report said, “is that the modern 
‘100’ showing offers double the 
value of the prewar showing.” 


@ Harrison Atwood, vice-chairman 
of the board of McCamn-Erickson, 
was reelected chairman of the 
board of directors of the National 
Outdoor Advertising Bureau, at 
its annual stockholders’ and di- 
rectors’ meeting. John Johns, vice- 
president of Batten, Barton, Dur- 
stine & Osborn, was elected chair- 
man of the executive committee, 
and John M. Paver was reelected 
president and general manager 
Operating vice-presidents Fred J. 
Evans, J. J. O’Sulivan, J. D. Chap- 
pel, Lawrence C. Meyers, Stanley 
W. Deck and Nelis C. Vandenberg 
were reelected, and Edwin F 
Wilson, vice-president, McCann- 
Erickson, was elected secretary- 
treasurer. 


Drake Leaves ‘Coal Mining’ 
Willis S. Drake has resigned as 

sales manager of Coal Mining, 

published by Modern Mining Pub- 


| lishing Co., Pittsburgh, effective 


March 15. 


Meet a 
Disgruntled 


’ 
Customers Dream! 
When he couldn't find a dealer 
in his town with sufficient stocks 
to supply his needs, Harold 
Butles started his own building 
materials business and grossed 
$800,000 in 10 months. Read 
about it. 


March 
issue 


BUILDING 
SUPPLY 
NEWS 
[S.Beeth Wabash Ave. Chicove 3 
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sé 
"Ths entire field of advertising is characterized by a fast tempo 
and changing pattern that imposes an unusual responsibility upon 
any publication which undertakes to effectively report and inter- 


pret the advertising news. Advertising Age accomplishes this 


extremely well. 


“I depend upon Advertising Age to keep me informed, and I have 
confidence in the authority and accuracy of its coverage. Now, 
with our headquarters on the Pacific Coast, Advertising Age is 


indispensable as a means of keeping in touch with advertising 


activities in the Mid-West and East.” 


PAUL H. WILLIS 


Aitter graduating from the University of Chicago School of Business, 
Mr. Willis joined Kraft Foods Company in 1933 as a tax specialist. 
Six years later he was transferred to the advertising department and 
in 1942 was appointed assistant advertising director. Mr. Willis be- 
came associated with the Carnation Company in 1945 as advertising 
manager of the parent company, responsible for evaporated milk 
advertising in the United States, Canada, and the United States pos- 


 titmpertan | 


Says 


PAUL H. WILLIS 
General Advertising Manager 


CARNATION COMPANY 


sessions; also, the national advertising for Carnation Malted Milk 
and Friskies Dog Food. In 1948, on establishment of the company’s 
world headquarters in Los Angeles, he was made general advertis- 
ing manager of Carnation Company and subsidiaries, which in- 
volved general supervision of advertising for evaporated milk, fresh 
milk, ice cream and cereals. 
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Hamm Brewing Maps Drive 

Hamm Brewing Co., St. Paui, 
after a complete revamping of its 
labels and cartons by Lippincott & 
Margulies, New York, will launch 
a national campaign. Magazines, 
radio, TV, newspapers and year- 
‘round outdoor posters will be used 
to promote the new packages, 
starting with a full-color spread 
in the March 13 Look. 


Kendall Mau Joins Ross Roy 

Kendall J. Mau has joined Ross 
Roy Inc., Hollywood, Cal., as West 
Coast publicity director. He was 
formerly assistant director of pro- 
motion of the Los Angeles Daily 
News, advertising manager of 
Western Air Lines, and a member 
of the Los Angeles Times’ public 
relations staff 


Importance of Marketing Research, 
Distribution Stressed at Conference 


keting practices and marketing’s 
essential role in the American 
economy, especially during a pe- 


what the relationship shall be be- 
tween the opportunities of the 
market and the total resources of 


thorough going over here this sponsibility of effecting the proper 
week at the 7th National Market- | strategy for carrying out the sales 


SAN FRANCISCO, March 8—Mar- | ognized responsibility of planning | 


riod such as now exists, got a| the company, and the paralle] re-| 


2. “Keeping out solicitation 
| forces actively selling service.’ 

3. “Estimating to the best of our 
abilities the changes in product 
distribution in the coming buyers’ 
market.” 


H. D. Everett Jr., director of 


marketing research of the Ford | 
| time economy. 


Motor Co., told a Wednesday after- 


noon session of the conference that! 
marketing research must continue | 
facts | 
and figures necessary to distribu- | 


to supply the information, 


tion. 


SANTONES are new woodcuts engraved to 
meet modern advertising needs. Send for 
tree folder of samples 

The SANDER ENGRAVING CO., INC. 
535 8. Dearborn St., Chicago 5, Hl. 


HOOPER surveys the , 


oo <maagrnoney 


"E THE SEVENTEENTH STATE 

A compact market composed of a 
: homogeneous group of 53 counties 
in Eastern New York and Western 


ing Conference, sponsored jointly | end of this planning. 
by the domestic distribution de- 
partment of the U. S. Chamber of 
Commerce and the San Francisco 
and Oakland chambers of com- 
| merce. 

| At the Wednesday morning ses- 
po. Bennett S. Chapple Jr., as- 
sistant executive vice-president of 
U.S. Steel Corp., and president of 
National Industrial Advertisers 
Assn., discussed fundamentals of 
sound marketing during a national 
| emergency 

| Marketing, he said, has grown 
| until today it has “the widely rec- 


“In today’s situation,” Mr. Ever- 


s “These responsibilities are with! of a changing economy and with 
us,” he continued, “in periods of| no similar experience to guide us, 
limited war as well as in times of | it is more important than ever that 
peace. Only the problems which | marketing research be called upon 


we face in carrying out our re-| t) determine the nature and ex- 
sponsibilities are different.” 


Mr. Chapple pointed out among 
these responsibilities three which 
he considers to be of major im- 


opportunities. 


|g “Management and marketing 
portance: people must have as much infor- 

1, “Helping the mobilization ef-, mation as possible about such 
fort move without any breakdowns| things as consumer likes and dis- 
by balancing the distribution of| likes, the possibilities of product 
materials.” | substitution, the relative need for 
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WGY aliases a a listening audience in all 22 cities of the 
Seventeenth State. 

WGY's average evening audience is larger than the audiences of the 
next two stations combined. 

WGY'’s daytime audience is 18% larger than the next best station’s 
daytime audience. 

WGY's share of audience is above 20°(, in 15 of the 22 cities. Station 
B's” share of audience is 20%, or over in only 4. 


ett said, “with all the uncertainties | 


tent of distribution problems and) 


|is trying to 
|} salesmen with potentially 


This tremendous power and coverage advan- 


tage is yours at a lower cost than any combina- 
tion of stations in the area needed to reach 


the same markets. Call NBC Spot Sales, New 50,000 WATTS 
York, N. Y., or the WGY Sales Department, 
Schenectady, N. Y., today! 10 @.¢€. 


A GENERAL ELECTRIC STATION 


THE 
22 


ONLY 


MARKETS OF 


STATION COVERING ALL 
THE 


17TH STATE 
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retail outlets and many others be- 
fore they can reach sound decisions 
and take effective action.” 

Mr. Everett emphasized that 
marketing research is just as im- 


| portant to distribution today, dur- 


ing a period of uncertainty and 
change, as it is in a normal, peace- 


“The company which makes full 
use of marketing research now will 
not only be able to adjust more 
rapidly and effectively to our pres- 
ent situation,” he said, “but will 


| be in a far better position to make 


the most of its opportunities dur- 
ing whatever will be considered a 
‘normal’ economy in the years 
ahead.” 


eH. J. Heinz Co.'s manager of 


sales research and control, Dr. 
Harold P. Alspaugh, listed five 
areas which under study and 


analysis should prove fruitful in 
coping with the problems of dis- 
tribution costs under mobilization 
The first area, he said, relates 
to the assembly and interpretation 
of trends of consumption. It is the 
skill with which a private com- 
pany interprets and uses such ma- 
terial as Department of Commerce 
data, U. S. Census information, 
Nielsen reports, etc., in formulat- 
ing company policies which will 
result in more efficient expendi- 
ture of distribution dollars. 
Secondiy, said Dr. Alspaugh, “I 
am firmly convinced that intelli- 


| gent use of sales and expense bud- 


gets will result in reduced distribu- 
tion costs. Good sales forecasts, 
when used to guide production, re- 
sult in the smooth flow of goods 
from the producer to the con- 
sumer.” 

A third area for attacking dis- 
tribution costs comes from an 
analysis of “our salesman’s work 
load,” Dr. Alspaugh said. Heinz 
find out “why two 
similar 
territories have such wide varia- 
tions in the character of accounts 
and in volume variety,” he added 
“When we find a practical answer 
to such questions, we feel sure we 
will be able to spend our distribu- 
tion dollars more wisely.” 


e Dr. Alspaugh termed the fourth 
area one of “long-range planning” 
or “purposeful planning,” which 
involves, briefly, “planning mar- 
ket development with specific ob- 
jectives in mind. 

“These objectives,” he continued, 
“must be spelled out in detail in 
terms of projected industry vol- 
ume, projected company volume 
and company share of the market, 
the practices and policies that 
would be required to get the de- 
sired share of the market, the areas 
where such markets could be de- 
veloped, the classes of trade which 
would make up the market, the 
competition and the amount and 
kind of promotional effort that 
would be needed.” 

Dr. Alspaugh concluded by men- 
tioning the possibility of alterna- 
tive methods of distribution. Heinz 
Co. is one of the few major food 


ONE 
NEWSPAPER 
Delivers the Cream of the 


NEGRO MARKET 


| The Negro market is huge! Negroes 
| spend $15 billion every year on 


rod- 
ucts you sell. And one medium deliv- 
ers the cream of this vast and loyal 
market—1,500,000 of the wealthiest and 
most influential Negroes in America. 
Whatever you sell, you can sell it to 
Negroes better in the new Courier. 
Always a leader, always expandi 

the Courier’s new addition of popu 

4 color comics and exciting sngnaine 
section makes it America’s most com- 
plete weekly newspaper! The Courier 
offers you a large oa responsive mar- 
ket at minimum cost and maximum 
return. For full details on the new 
Courier, the newspaper that sells more 
Negroes more, write: 


INTERSTATE UNITED NEWSPAPERS 
545 Fifth Avenue, New York 
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NEW DESIGN—The pontry shelf theme of 
Armour & Co.'s canned meot line is 
made evident in the new labels for the 
line, with oa white shelf-poper band 
eround the top. The front of the lobels 
carry full-color product illustrations 
against a red background. 


companies that distributes direct} 
to retailers through its company 
owned and operated sales branches, 
he said. | 

Heinz, he added, is aware that | 
this method of distribution can be- | 
come costly if not properly con-| 
trolled, and “we have in the past | 
and are currently experimenting 
with distribution through whole- 
sale houses.” 


e “Our past experiments proved | 
beyond doubt,” he said, “that our 
volume suffered severely in those 
markets where we tried distribu- 
tion through wholesalers. How- 
ever, I believe the company real- 
izes that the results may have 
been due to the particular kind and 
character of the wholesale house 
used for the test. Today we are 
dealing with a different type of 
wholesale house and the results of 
our current tests may be alto- 
gether different.” 

He said, however, that conditions 
of shortages or allocations of sup- 
plies “do not provide appropriate 
environments to test the desirabil- 
ity of alternative channels of dis- 
tribution, especially with a view to 
reducing distribution costs. There- 
fore the degree of scarcity of prod- 
ucts will force us to limit our ex- 
periments during the mobilization 
period.” 

Arno Johnson, vice-president 
and media director of J. Walter 
Thompson Co., repeated a talk re- 
ported earlier this year in ADVER- 
TISING AGE, in which he said that 
Americans could improve their 
standard of living by one-third in 
the next five years and at the same 
time invest $40 billion a year in 
national defense (AA, Jan. 29). 


Idea Replaces 


PB Hardware 


TV Interests Open 
Promotion to Fill 
Seats at Ball Parks 


WASHINGTON, March 7—Set 
manufacturers, dealers, telecasters 
and broadcasters—uneasy about 
complaints over sports attend- 
ance—are mobilizing to help base- 
ball clubs fill their parks during 
the coming season. 

As an outgrowth of discussions 
during the winter meetings of the 
leagues in St. Petersburg last De- 
cember, the National Assn. of Ra- 
dio and Television Broadcasters 
joined in the selection of a special 
consultant to help baseball and 
radio and TV work together. 

In addition, the Radio-Televi- 
sion Manufacturers Assn. is at- 
tempting to line up manufacturers 
and dealers in a big publicity 
buildup for baseball during Na- 
tional Baseball Week—April 15-21. 


es NARTB (formerly the NAB) 


announced that Matty Brescia, 
Memphis promotion and public re- 
lations expert, will be consultant 
on radio and TV for the National 
Assn. of Professional Baseball 
Leagues. He already is at work on 
special promotional material for 
use by radio and TV stations and 
minor league baseball clubs during 
the 1951 season. 

His retention by the leagues is 
an outgrowth of conferences be- 
tween NARTB and the leagues, 
and the selection was made on the 
recommendation of NARTB. 

Though more games than ever 
are to be broadcast and televised 


in 1951—present schedules call for | 


broadcasts over about 1,000 radio 
and TV stations—baseball has 
been complaining that the broad- 
casts cut into attendance. 


se NARTB said Mr. Brescia is ex- 
pected to complete his assignment 
in from six weeks to three months. 
In addition to supplying material 
for broadcasters, he will advise 
baseball owners and managers re- 


garding their relationships with 
station operators. He will work 
with networks and big leagues as 
well as with individual stations 
and minor leagues. 

Working on its own, the Radio- 
Television Manufacturers Assn. 
has distributed a special baseball 
promotion kit for use of manufac- 
turers, dealers, and distributors. 

The kit outlines 31 methods of 
cooperating with baseball organi- 
zations and other groups in the 
promotion of greater attendance. 
The RTMA program is designed to 
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“sell baseball and TV—not one at 
the expense of the other.” 

RTMA began to investigate the 
relationship of TV and sports at- 
tendance months ago, and pub- 
lished several studies by Jerry M. 
Jordan, University of Pennsyl- 
vania graduate student. 


Diesel Papers Name Brown 

Harry W. Brown, Chicago busi- 
ness paper representative, has been 
named to represent Diesel Progress 
and Diesel Engine Catalog, Los 
Angeles, in the midwestern terri- 
tory 


Specialists 


in SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


Brass short? Read how porcelain 
enamel is replacing it in builders’ 
hardware—an idea advanced by 
PRACTICAL BUILDER’s 
editors, 


“PRACTICAL 
BUILDER” 


Critical Materials 


5 South Wabash Ave., Chicoge 3 


WNAX has a list of sales success stories 
as long as your arm. Most likely there is 
one for your type of product or service. Ask 
your nearby Katz man about the diary 
study that proves WNAX alone can sell 
for you in Big Aggie Land. 


but it makes 
“Red Hot” Reading! | 


Yes, a diary study recently conducted by Audience Sur- : 
veys, Inc. makes mighty interesting reading for every time-buyer. i 


Of the 52 stations receiving mention in the diary study—WNAX received top rat- 
ing in 439 (88%) of the 500 quarter-hours studied. This is more than ten times ; 
the number of “wins” granted the second station. Listeners like WNAX best 89% of : 
all daytime quarter-hours . . . 84% of all evening quarter-hours. 


This area, known as Big Aggie Land, is overwhelmingly 
dominated by one powerful radio station ...WNAX. 
BMB shows that 405,210 families listen to WNAX— 
80% of them 3-7 times a week. Also, remember, 
in Big Aggie Land, t. v. means tain't visible! 


“ 


YANKTON 


~~) 


~“UHILIATED W 
AMERICAN BROADCA 


The purchasing power of WNAX’s 267 BMB-counties in Minnesota, the Dakotas, 
Nebraska and lowa is $3.9-billion (after taxes)—greater than San Francisco, Phila- 
delphia or Washington, D. C. 


ITH TH 
STING CO. 
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He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 


Results? He says: “I can’t recommend 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 


He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


No. 3908. WHBF Coverage of the’ vertisers and agencies in the food 
Quad-Cities Market. field. 

Station WHBF, Rock Island, IIL, 
has issued a new data folder con- 
pomning statistics on retail sales, 

population and buying power, and 
facts about the station’s audience 
in the four-city market made up 
of Rock Island, Moline and East 
Moline, Ill., and Davenport, Ia. 


- 
a 
: 


No. 3912. What Life Means to 43 
Major Products. 

Based on reader interviews 
made by Alfred Politz Research 
Inc., “The Life Market’—a book 
offered by Life—details the influ- 
ence of the publication on makers 
of 43 major consumer products. It 


No. 3909. New Use for Glow in the will be of interest to advertisers 
Dark Printing. and agencies in the following 
Volume printing with lumines- fields: automotive; home equip- 

cent materials that glow in the} ment; household care; apparel and 


footwear; food products; beverages 
and confections; personal care; and 
other classifications such as foun- 
tain pens, life insurance, travel. 


dark is described in this booklet 
Bscued by W. H. Wilton Inc., Chi- 
icago, developer of the Wilglo pro- 
@cess. The booklet tells about the 
Pvarious uses, such as menus, maps, | etc. 

heater programs, labels, and| 

int of sale and window displays. 
“A chart showing the various colors 
land characteristics of luminescent | 
pigments is included. 


No. 3913. Marketing Opportunities 
in the Oil Industry. 

In a new book, “The Oil and Gas 
Industry,” The Oil and Gas Jour- 
nal presents a broad-gauge, easily- 
Wo. 3910. Food and Grocery Brand understood survey of the petroleum 

Distribution Survey. | industry as it is and as it relates 

This survey, made by the mer-/ to the national economy. Showing 

handising staff of radio station) how oil and gas have replaced coal 

MA, Shenandoah, Ia., covers food| as major sources of energy in the 
and grocery store products handled last 30 years, and pointing up the 
by 75 grocery stores in 34 towns of story with such facts as that the 
Iowa, Nebraska, Missouri and industry must invest $530 in new 
Kansas. It is the third consecutive |} equipment for every new auto that 
study of its kind to be made by takes the road, the book, by means 
the station. of lavish illustrations and simple 


charts, gives the reader a clear 
No. 3911. Where Frozen Food In- and useful picture. 
dustry Stands Today. 
Showing how the frozen food No. 3914. How 10 Industrial Ad- 


vertisers Got Results. 

Here is the Putman Publishing 
Co.’s 1950 book containing briefs 
of the ten most interesting Put- 
man Award entries for 1950. Each 
campaign briefed here was selected 
by the NIAA awards administra- 
tive committee as an outstanding 
example of “the best use of indus- 
trial advertising, and the best 
documentation of such use, in 
making more effective the selling 
of products or services to industy.” 
The briefs make excellent check- 
lists in campaign planning. 


industry has grown from 431,000,- 
000 pounds in 1940 to more than 
2 billion pounds of product in 
1950, “The Present Status of the 
Frozen Foods Industry” is an ob- 
jective report offered by Quick 
Frozen Foods and The Locker 
Plant, It covers a brief history of 
the business; production trends; 
private label packing; the war 
emergency; changing distribution 
picture; frozen concentrates; lock- 
ers and home freezers; transporta- 
tion; brokers; need for equipment; 
and forecast. Of interest to all ad- 


Note: Inquiries for the items listed above will not be serviced beyond April 23. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E dilinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 
—please print or type) 


Rates: 75¢ 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. 


per line, minimum charge $3. Cash with order. Figure all cap lines 


Deadline Wednesday noon 12 days pre- 


ceding publication date. Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- | 
ing, Sales Promotion and Management. 
*"AN . 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Bivd. Chicago 4, Il 
ACCOUNT EXECUTIVE—or man ——- 
qualified to develop fast into an AE—b: 


18-year-old fully recognized 25-man cae | 


cy in Middlewest. Must be experienced in 
all visual media, 
varied client personalities, 
creative and copy ability, and be strong 
administratively and in sales viewpoint 
Excellent income potential; starting sal- 
ary open. Write fully and in assured 
confidence 

Box 3642, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Lil. 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr 2- O115 Chicago 
Long and well-established C. C. A. publi- 
cation serving a primary field, wants a 
real representative in Chicago territory. 
Attractive commission set-up on a job 
that will take about one third of a man's 
time. He must know industrial accounts 
and agencies. Send full particulars to: 

Box 3657, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. HA 17-2063 Chicago 4 
An immediate opening for a Managing 
Editor on a National Trade Journal pub- 
lished in the South. Must be thoroughly 
versed in all phases of trade-paper work 
and have a technical or mechanical back- 
ground; some sales experience also help- 
ful. Give full details and salary expected 
sn first letter. Write: 

Box 3661, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Ask fer ELINOR KENT 
Agey Copywriter. Indust acct exp........$9500 
Agey Copywriter........ Top agency....to $9000 
Exper handling nat’'l. hard goods accts 
Agcy Copywriter........Relocate..........to $7500 
Exper writing indus. equipment accts. 
Industrial Copywriters Other desirable 

opportunities with agencies & mfrs. 
Adv. Mgr....Consumer goods exp....to $7500 
Expert copywriter. City near Chicago. 


Interior Design . Store planning......Open 
MONARCH PERSONNEL 
28 E. Jackson WA 2-9400 Chicago 4 


POSITIONS WANTED 
To Trade Journal Publishers 
Young man with ability to meet, conquer 
new problems as evidenced by successful 
mail order background and some space 


sales experience seeks challenging oppor- | 


tunity to sell for or represent reputable 
publisher in Chicago area. Knows produc- 
tion, layout; free lance writer; coll. grad.; 
married, vet. 
Box 3652, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SEEKING OPPORTUNITY TO EXPAND 
Strong qualities 2% yrs. well-rounded ex- 
perience in ad dept. of nat. mfr. Know 
budgets, acct. procedure, research & stat- 
istics. Good detail man 
exempt, coll. grad., retail sales exp. 
Box 3655, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


OPPORTUNITY U.S.A. 


Highly qualified working art director de- 
signer, 35, seeks solid, challenging, 
well-paying position where talent, skill, 
imagination, experience & service ore 
exchanged for equitabl ti 
Need active spot where top Gane per- 
formance is mandatory. 


@ COLLEGE GRADUATE WITH SCHOLARSHIPS 
* NATIONAL AWARDS + PRIZES + COM. 
MENDATIONS. 


10 YRS. BUSINESS EXPERIENCE: MAGA. 
ZINE ART DIRECTOR + AGENCY LAYOUT 
SKETCH MAN +» COMMERCIAL FREE-LANCE 
FINISHED ART FOR NAT'L ACCOUNTS «+ 
ART STUDIO DIRECTOR + WORKING ART 
DIRECTOR DESIGNER FOR LARGE MFGR. 


BEST QUALIFIED: PLANNING & CREATING 
ADVERTISING ART + CRISP, SMART, MOD- 
ERN PAGE LAYOUT, DESIGN & --~ ag ° 
EXCEPTIONAL RENDERER OF FIGURES, 
DUSTRIAL & APPETITE SUBJECTS. 


@ AM HAPPILY MARRIED, VERSATILE, PER- 
SONABLE, SINCERE. 


@ WILL MEET INTERESTED PARTIES FOR IN- 
TERVIEW WITH COMPLETE REPRESENTA. 
TIVE SAMPLES. MAY | HEAR FROM YOU? 


Box 7812, ADVERTISING AGE 
200 E. Illinois St., Chicage 11, ill. 


LIVE IN CALIFORNIA 


able to get along with | 
be of proved) 


POSITIONS WANTED 


1 

} SPACE SALESMAN 
| College man would like connection with 
trade journal. 15 yrs. Graphic Arts exp. 
Studying for Adv. Sales. Married; car; 
| will travel, relocate. Good references. 
Box 3656, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


| cree ULATION MGR. - 15 yrs Chicago ex- 
| perience, direct mail copy, field selling, 
fulfillment ABC both general and trade 
| Available now, will relocate. 
Box 3658, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ll. 


ADVERTISING MANAGER 
Capable! Ambitious! Dependable! Knows 
layout, copy, media, administration, agen- 
| cy contact, production, direct mail, point- 
| of-sale, films, radio, etc. Age 38, 16 yrs. 
exp. Desire new connection with sound, 
progressive rat'l adv or agcy. 

Box 3663, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

SHOW HORSE SEEKS NEW STABLE 

Hot writer in cold agency needs harder 
work & more hay. Exp'd., educated, good 
record; now in Chgo—go anywhere. Re- 
sume 

Box 3664, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES WANTED 


Publisher's Representative 
Chicago area. To contact large national 
accounts for specialized publication. Only 
ABC medium in the field. Substantial 
business running—large expansion pos- 
sible. Write fully. 

Box 3662, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


New York Publisher's Representative sol- 
icits representation of two or three re- 
putable trade or consumer publications 
in Eastern States. Twenty years exper. 
Box 3647, ADVERTISING AGE 
11 E. 47th St., New York, 17, N. Y. 


Experienced hard-working rep. now satis- 
fying several publications wants to oper- 
ate Eastern Office in N. Y. for one trade, 
industrial or professional publication 
Salary or proposition. 

Box 3654, ADVERTISING AGE 

11 E. 47th St., New York, 17, N. Y¥ 


SPACE REPRESENTATIVE AVAILABLE 
to represent publisher in the 3 states 
with greatest war potential. 18 years ex- 
perience in selling to coal and metal 
mines and general industry markets. Now 
Sales Manager of Regional Publication 
Are you interested in greater coverage 
in the states of Penna., Mich, Ohio or 
other states working out of Pittsburgh 
| Box 3659, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| Space representative for highly rated na- 
tional publication seeking change. 16 yrs 
selling experience with two publications 
Age 40. Good contacts. Can handle con- 
} sumer or industrial assignment 

| Box 3660, ADVERTISING AGE 
| 


200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
FINE CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils 
Will rent to reliable house. Can mail. 
Write-TOBE's, Niagara-on-the-Lake, Ont 


Married, draft! 


WANTED 
Advertising and 
Sales Promotion Manager 

Dun & Bradstreet rated AA-Al Food 
Manufacturer with annual gross sales 
of $10,000,000, and ad budget in excess 
of $100,000 offers an attractive oppor- 
tunity for a capable and ambitious ad- 
vertising and sales promotion man- 
ager. Duties include, planning promo- 
tional campaigns, merchandising, su- 
pervision, market research, opening 
new markets, new product develop- 
ment and marketing, calling on trade 
with regular salesmen and improve- 
ment of old markets. Will work direct- 
ly under Vice President in charge of 
sales. Moderate salary to start $ 

to $6,000, depending on qualifications, 
a bonus will, be paid after first 12 
months based on results. Earning pos- 
sibilities within five years $12,000 plus 
bonus. Please enumerate qualifications 


in detail. Food experience a must. 
Address reply: 
A. D. Jarvis 
Box 1629 


WANTED: 
Building Editor 


good writer and even more important —~ 
recognize and be able to inspire good wri! 
ing. ——_ and complete knowledge of 


lh build 


ee highly interesting and remunerative— 
| future unlimited. 

If you are not top-flight, and if you cannot 
| take complete charge of home-building de- 
partment of publication with all that is in- 
volved, please do not reply. Please give 


synopsis of experience and present occupa- 
NAME TITLE For sole Publishing Representative organ- tion, and present salary in ao letter, _. 
ization. Established fourteen yeors. Top | gether with three references who know your 
COMPANY national trade books, complete office, work. To the man who can qualify this 
= ly og stoff Pore position offers an enviable opportunity and 
rand opportuni ior @ mon iring 1 bl 
ADDRESS ready-made California business. Write, wire wie Bo fans ADVERTISING 
Box 7811, ADVERTISING AGE = 7813, G AGE 
CITY & ZONE STATE 200 E. Illinois Street, Chicago 11, Illinois 200 E. Illinois St., Chicago 11, Ill. 
aoe 
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Industry's Role in 
Preparedness Told 


New York, March 6—American 
Machine & Foundry Co. inaugur- 
ated an advertising campaign last 
week to impress upon industry 
and the public the magnitude of 
the preparedness program. 

Serviced by Fletcher D. Richards 
Inc., the campaign will run for the 
remainder of the year in business 
papers and Army and Navy pub- 
lications. 

Full-page b&w insertions have 
been scheduled in Business Week, 
Time, U.S. News & World Report, 
Quartermaster Review, Ordnance, 
Army, Navy & Air Force Journal, 
and Army, Navy & Air Force Reg- 
ister. 


@ Primary purpose of the cam- 
paign is to define the size, rami- 
fications and complexities of the 
job that must be undertaken by 
American industry and the pub- 
lic. 

The current ad shows the basic 
raw materials needed and the di- 
verse manufacturing processes in- 
volved to equip a single soldier for 
battle. According to the ad, this 
calls for 12% lb. of steel; 834 Ib. 
of cotton; 8% lb. of leather; 1% lb. 
of wood; 1% lb. of wool; 2% Ib. 
of aluminum; 183 lb. of lead; 62 
lb. of copper; 156 lb. of brass; 270 
lb. of food; 8 lb. of rubber, plus 
5,000 man-hours. 

Succeeding ads will present sim- 
ilar breakdowns of the components 
necessary in the manufacture of 
tanks, planes, and other military 
equipment. 


BAB Sends Sales Kit 

Broadcast Advertising Bureau, 
New York, has disuributed to mem- 
ber stations a mimeographed 40- 
page spot saturation sales kit 
which describes the campaign 
plans, copy techniques and result 
summaries recounted by Joske’s 
of Texas, San Antonio; George 
Wy ‘man & Co., South Bend; Pome- 
roy’s Inc., Pottsville, Pa.; and Wolf 
& Dessauer, Fort Wayne, Ind. 
These retailers were prize winners 
in the first annual radio spot satu- 
ration division of the retail radio 
contest jointly sponsored by the 
National Retail Dry Goods Assn. 
and BAB. Designed as a guide for 
both radio salesmen and radio 
copywriters, the kit will go to 
NAB member stations and is avail- 
able from BAB for $1 a copy. 


Axelsen Appoints Salstrand 


George A. Salstrand, for the past 
two years Denver regional man- 
ager of Free-Westinghouse Sew- 
ing Machine Co., has been ap- 
pointed production manager of the 
Denver office of Axelsen Adver- 
tising Agency. He also will serve 
as account executive on consumer 
accounts. 


Doubleday Names Egner 


Frank Egner has resigned as 
president of the Funk & Wagnalls 
Co. to join Doubleday & Co., New 
York, as vice-president of Nelson 
Doubleday Inc., to develop mail 
order and other special projects. 


For a Seasoned 
PUBLIC RELATIONS 
MAN 


Large Chicago Financial Insti- 


For National Magazine. Man should be 


tution has position of impor- 
tance and long range oppor- 
tunity. Candidates should 
preferably be between 30 and 
40, have excellent writing and 
publicity background, knowl- 
edge of publication editing 
and production. Starting sal- 
ary in $7,500 range. Write 
fully and in confidence. 
Box 7814, Advertising Age 


200 E. Illinois St., Chicago 11, Wl. 
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Oneida Plans Heavy 
Magazine Ad Drive 
in First Half of Year 


Oneipa, N. Y., March 5—Four- 
teen national magazines will carry 
33 insertions for Community silver- 
ware during the first six months 
of 1951—including 26 cover ads. 

The magazines to be used are: 
American, Bride’s, Charm, Cosmo- 
politan, Glamour, Good House- 
keeping, Household, Ladies’ Home 
Journal, Life, Look, Mademoiselle, 
Quick, Redbook and Woman’s 
Home Companion. 

While the schedule for the sec- 
ond half of the year has not yet 
been set, Harley H. Noyes, adver- 
tising director of Oneida Lid., said 
1951 would see more full pages, 
more color pages and more covers 
than in any previous year. } 

Background for the display of | 
silverware patterns in the Com-| 
munity program will be romantic 
situation paintings by artist Jon 
Whitcomb. Batten, Barton, Dur- 
stine & Osborn, New York, is the 
Oneida agency. 


Dairy Men to Up Ad Budget | 

Wisconsin dairy men have voted | 
to double their milk check deduc- 
tions to help increase the advertis- 
ing program of the American Dairy | 
Assn. by assessing themselves 1¢ | 
a pound of butterfat marketed ~ 
June and July, rather than June 
alone. State farmers last year paid | 
$312,000 into the national fund of 
$1,300,000 from 40 states. This year 
the association hopes to raise more 
than $2,000,000. 


WFIL-TV Starts Morning Show 
Entering the early morning tele- 
casting field, WFIL-TV, Philadel- 
phia, has inaugurated a Saturday 
morning two-hour show of fun 
and music entitled “S. S. Tele-| 
cruise,” starting ai 8:30 a.m. The) 
show is produced by Jack Steck, | 
ae of programs and produc- | 
tion for WFIL-TV. | 


| 
Estimates 57,455 TV Sets 
According to figures received 
from dealers and distributors, the 
estimated number of television 
sets in the area served by WFMY- 
TV, Greensboro, N. C., is 57,455, 
as of Feb. 28. 


Steinau Joins Benton 

Hal Steinau, formerly with Mc- 
Cann-Erickson, has joined the art 
department of Benton & Bowles, 
New York, as assistant to Bill 
Tomkins 


Job goes to Mullen 


MR. RICHARD J. MULLEN steps out 
of General Outdoor’s Chicago 
Office to assume management of 
the company’s Davenport and 
Cedar Rapids branches. Behind 
Mr. Mullen’s promotion is a back- 
ground of 12 years in outdoor ad- 
vertising. The experience Mr. 
Mullen gained in this time covers 
every phase of the business from 
sales to plant operation. He has 
already taken charge of his new 
responsibility of serving the many 
GOA clients in the area. 
(Advertisement ) 


en penne «fee 


NEW SERIES—Continental Distilling Corp. began a new campaign Feb. 22, sched- 
uled to run in 365 newspapers of 269 cities, with ads varying in size from half pages 
to 210 lines. The drive supports the magozine pages for Philadelphia blended whisky. 


Al Paul Lefton Co. is the agency. 


| Eversharp Sets March Drive 


A campaign pointing up the four 
major advantages of Eversharp 
writing instruments starts this 
month in magazines, newspapers 
and television. Collier's, Life, Look 
and The Saturday Evening Post 
will carry color ads, while news- 
paper ads will appear in 115 news- 
papers in 100 cities. Magazine ads 
in four colors will run four times 
in the Post, and three times in 
each of the others. Newspaper ads 
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range up to half pages. Spot TV 
announcements will be made over 
stations in 11 cities. Biow Co., New 
York, is handling the account. 


All-Star Hoop Game on MBS 
Mutual Broadcasting System car- 
ried the first all-star game in the 
history of professional major 
league basketball March 2 as a 
co-op feature available for local 
and regional sponsorship. The 
game originated in Boston Garden 


Adam J. Young, Jr., inc. 
Station Representatives 


BEST IN TALENT BEST IN PROGRAM BEST 
for REACHING THE TOPEKA MARKET 


TOPEKA'S ONLY FULL- 
K: JAY" REGIONAL STATION, 


a 


\ 


ANAL 
\NAANANUNN WEAN NY 


You can obtain business printing on Hammermili papers wherever you see this 
shield on 2 print shop window, Let it be your assurance of quality printing 


he handsome letterhead, LYOr 
that Prins as weld as it looks 


COCKLETONE BOND 


Men who are responsible for the 
policies of progressive business 
enterprises know the importance 
of selecting the proper letterhead 
paper to represent them. It is in 
the offices of thousands of such 
executives that you find Cockle- 


tone Bond today. 


qualities they look 


* . 7 


The reason is 
simple. They find in this letter- ay 
head paper not one, but all the 


heavy “feel”; crisp crackle and 
snap; clear, rich shade of white; 
exceptional erasability. 


for — firm, 


Bond. 


Name. 


MAIL THIS COUPON NOW for your Free Cockleton Bond Portfolio 
containing specimens of good modern letterhead design which 
you'll find helpful in improving or redesigning your present 
letterhead. With it we'll include a sample book of Cockletone 


Hammermill Paper Company, 1459 East Lake Road, Erie 6, Pennsylvania. 


Positi 


(Please attach to, or write on, your business letterhead.) 


Cockletone 
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American Safety 
Razor's TV Time 
Slated for Blatz 


New York, March 7—American 
Safety Razor Corp. reportedly is 
unhappy because CBS is giving its 
“The Show Goes On” TV time spot 
on Thursday nights to the new 
“Amos ‘n’ Andy” TV_ program 
scheduled to start for Blatz Brew- 
ing Co. on June 28. 

American Safety Razor, which 
had planned a summer hiatus with 
the intention of returning in the 
fall, seems willing to move out of 
its spot if CBS can deliver another 
good time, i. e., at least the same 
number of siations at another 
choice hour. Current station line- 
up for the show, which stars Rob- 
ert Q. Lewis, numbers 16 live and 
25 kinescope stations. 


s This is not a hassle that can be 
settled by moving to another net- 
work, even should a good time spot 
be made available. Robert Q. Lew- 
is, a fair-haired exclusive at CBS 
for several years, is no longer a 
Columbia property, but the pro- 


Money in Dixie 


THE SOUTH IS GOING MODERN 

ith a bang! The wise boys are push- 
- blue chips into this market, and 
tashing in. SOUTHERN FARMER 
eaches the ‘‘cream of the crop”’ in 
he Southland at a lower cost-per- 
housand than any other farm publi- 
ation. Get the facts and figures today. 
hey're exciting if you're looking for 
d-action. Send your letterhead. 


OUTHERN FARMER 


37 N. Michigan Ave., Chicago 11, Ill. 


TRAVEL TOPIC—Ray Robinson (center), research director of Crowell-Collier Pub- 
lishing Co., explains a point in American Magazine's sixth annuol travel survey. 


Gn-lookers are Leonard J. Lickorish (left), 


British Travel & Holidays Assn., and Dr. 


Herbert A. Wilkinson, chief of the U.S. Department of Commerce's travel bureau. 
Travel plans of the public for 1951 were discussed at a Washington conference 
sponsored by National Assn. of Travel Organizations. 


gram is a CBS package. 

When AA queried the network 
regarding the problem, CBS offi- 
cials declined to comment. 

McCann-Erickson handles “The 
Show Goes On” and William H. 
Weintraub & Co. is agency for the 
new “Amos 'n’ Andy” program. 


Appoints Prince A. M. 

Edward C. Prince has been 
named advertising manager of 
New Liberty, Toronto, succeeding 
Roy E. Tait, who has resigned be- 
cause of poor health. 


Counselors Names Durkin 

Douglas O. Durkin has been ap- 
pointed manager of the newly 
created public relations division 
of Counselors Inc., Chicago man- 
agement consultant. 


Rodgers Joins NBC Sales 
Robert R. Rodgers, staff writer 
in the press department of Na- 
tional Broadcasting Co., New York, 
since 1949, has been named a 
salesman in the TV division of the 
network’s spot sales department. 


Agency Opens L. A. Office 
Warwick & Legler has opened a 
Los Angeles office at 2405 W. 
Eighth St. The agency formerly 
maintained a Hollywood office. C. 
E. Staudinger, 
in charge of the new office. 


Promotes Mattimore 


J. Clarke Mattimore, on the ad- | 
vertising staff of Glamour, pub- | 


lished by Conde Nast Publications, 
New York, has been appointed 
eastern advertising manager of the | 
publication. 


KEY TO MAP 
— oe oe WTAG 
seeecceeeesSTA B 
emcee STA C 


——— 


WHS 


WIAG-J} BASIC CBS © 580 KC 
° 


JANSKY & BAILEY 0.5 MV V CONTOURS 


By Any measurement, 
W/TAG dominates 
Worcester and 
Central New England 


Total Weekly Audience of 


Worcester Radio compen 
DAYTIME 


audience than the second 
place station in Worcester 


Hooper index ® December 1950 - January 1957 


Industrial Capital 
of New England 


vice-president, is | 
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'Sound Plus Sight Gives Better Identification 


New York, March 7—Sight 
added to hearing boosts the spon- 
sor’s identification score. 

This was the principal finding 


in a Trendex Inc. study comparing | 
sponsor identification of programs | 


presented separately on radio and 
television for the same sponsor. 

The following comparison cov- 
ers February interviewing except 
for the Jack Benny show, which 
was surveyed in January: 


Correct Wrong Don't Know 
dack Benny (Lucky Strike, CBS)... (AM) 66.2 0.0 3.8 
Jack Benny (Lucky Strike, CBS)... (TV) 88.2 0.6 112 
Groucho Marx (DeSoto-Plymouth, NBC)... (AM) 55.0 5.0 40.0 
Groucho Marx (DeSoto-Plymouth, NBC) .. (TV) 78.7 16 19.7 
Stop the Music (Old Gold, ABC) . (AM) 37.1 8.6 54.3 
| Stop the Music (Admiral, Old Gold, ABC)... (TV) 82.4 0.9 16.7 
Truth or Consequences (Philip Morris, CBS) . (AM) 62.8 0.3 36.9 
Truth or Consequences (Philip — = . (TV) 74.4 2.3 23.3 
Lone Ranger (General Mills, ABC) . 60.0 4.0 36.0 
Lone Ranger (General Mills, ABC) . Ww 70.4 3.7 25.9 


National Nielsen Ratings of Top Radio Shows 
Week of Jan. 21-27, 1951 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Programs (000) Ratings Change 
at, es ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3, ee) (8.8) (+0.3) 
2 Lux Radio Theater (CBS, Lever Bros.) ..... 21.0 +24 
2 1 Jack Benny Show (CBS, Lucky Strike) .... 5.339 19.9 —ll 
3 3 Amos 'n’ Andy (CBS, Lever Bros.) ...... 7,082 16.9 —0.6 
4 5 Godfrey's Talent Scouts (CBS, Lever Bros.) 6,830 16.3 +09 
5 a Charlie McCarthy Show (CBS, Coca-Cola) .. 6.663 15.9 —ll 
6 7 Walter Winchell (CBS, Richard Hudnut) . . 6.579 15.7 +17 
7 9 Red Sketton (CBS, P&G) ............ 5,992 14.3 +14 
8 8 You Bet Your Life (CBS, DeSoto-Piymouth) 5,741 13.7 +0.4 
9 14 Fibber McGee & Molly (NBC, Pet Milk) .... 5,741 13.7 +18 
10 6 My Friend Irma (CBS, Lever Bros.) ......... 5,615 13.4 —14 
ope, —_ WEEKLY cP FOR ALL pereemeneien (2, a (5.7) (+0.1) 
fk § Fee 116 +0.3 
2 2 Tide Show tees. vec staan a0e3 9.6 —0.2 
3 5 Lone Ranger (ABC, eas 3,646 8.7 +0.3 
WEEKDAY + gd FOR ALL PROGRAMS) (2, Jee) (5.7) (0.0) 
1 a Ma Perkins (CBS, P&G aiken ne 9.4 +08 
2 2 Romance of Helen ny (CBS, Whitehall) 3397 9.3 +05 
3 3 Our Gal, Sunday (CBS, Whitehall) ... 3,729 8.9 +01 
4 7 Big Sister (CBS, P&G) . 3,729 89 +0.7 
5 14 Guiding Light (CBS, P&G) 3,478 8.3 +0.7 
6 5 Wendy Warren (C&S, General Foods) . . 3,436 8.2 —0.2 
7 1 Arthur Godfrey (CBS, Liggett & Myers) ... 3,394 8.1 —14 
8 13 Aunt Jenny (CBS, Lever Bros.) 3,227 7.7 0.0 
9 8 Rosemary (CBS, P&G) ........ 3,227 7.7 —05 
10 24 Young Dr. Malone (CBS, P&G) 3,185 7.6 +11 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1 Jes) (3.3) (+0.3) 
1 1 True Detective Mysteries (MBS, Williamson) .. 9.0 +11 
2 2 The Shadow (MBS, Sustaining) ............... ‘ 3, iss 8.2 +04 
3 3 Martin Kane, Private Eye (MBS, U. S. Tobacco) 2,808 6.7 —0.8 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2, ry (5.9) (—0.1) 
1 2 Stars Over Hollywood (CBS, Armour) .. 10.0 —0.3 
2 1 Armstrong Theater (CBS) . ry 1a 9.9 —13 
3 6 Let's Pretend (CBS, Cream of Wheat ) ane 3.520 84 +15 
Network TV Hooperatings 
February, 1951 
Twelve Cities in New York and Ohio 
Blue Ribbon Bouts: Robinson vs. Cavalcade of Sports: Brion vs. 
LaMotta (Pabst, CBS) ...... . 58.7 Layne (Gillette, NBC) ........ 37.6 
Texaco Star Theater (NBC) .. 56.3 — & — (Chesterfield, Toni, im 
ilisbury, ) - 
a a rae “3 Your Hit Parade (Lucky Strike, NBC) .. 35.8 
aie Mama (Maxwell House, CBS) 35.4 
Godfrey's Talent Scouts (Lipton, CBS) 419 | | Studio One (Westinghouse, CBS) 34.9 
Comedy Hour (Colgate, NBC) ... 39.6 | Martin Kane (U. S. Tobacco, NBC) 34.6 
Show of Shows (Several sponsors, NBC) 39.1 | Cavalcade of Sports: Green vs. 
Cactus Jim (Co-op, NBC) ...... , 38.9 | Durando (Gillette, NBC) .. 


Hotel Group Starts Drive 


The Cincinnati Hotels Assn. will 
launch an advertising campaign in 
the Cincinnati Times-Star, Post 
and Enquirer with a series of 18 


weekly full-page ads. Using the 
theme “Cincinnati Hotels Asso- 
ciation—Hosts to Cincinnati's Best | 
Spenders,” the drive is intended 


to point up the fact that conven- 
|} tions and meetings in the city’s 
hotels are profitable to every resi- 
dent. The Cincinnati office of 
, Ruthrauff & Ryan is the agency 
| for the account, along with Associ- 
|} ated Advertising Agency, Cincin- 
nati. 


Names Kal, Ehrlich Agency 

Friedman-Shelby division of In- 
ternational Shoe Co., St. Louis, has 
appointed Kal, Ehrlich & Merrick, 
Washington, to handle advertising 
for Red Goose shoes in the Balti- 
more, Washington and Philadel- 
phia markets. A weekly half-hour 
TV show, “Happy Town,” featuring 
Gene Klavin and using talented 
youngsters, has been developed by 
the agency. 


Shapira Succeeds Brown 
Richard T. Shapira has been ap- 

pointed Chicago manager of The 

American Weekly, succeeding 


Frank Brown, who has retired | 
service with the] 
has | 


after 25 years’ 
publication. Mr. Shapira 
served with American Weekly for 
27 years, nearly all of that time 
in Chicago. 


Rosan Names West-Marquis 
Rosan Inc., South Gate, Cal., 
manufacturer of locking devices, 
has appointed the Long Beach of- 
fice of West-Marquis Inc. to handle 
its new advertising and public re- 
lations program. Business papers 
will be used, starting in late spring. 


Keelor & Stites Elects 3 

| Philip R. Hume, formerly exec- 
utive vice-president and secretary, 
and John T. Nolan Jr., formerly 
| vice-president and account execu- 
tive, have been elected president, 
| and executive vice- -president and 
treasurer, respectively, of Keelor 
|& Stites Co., Cincinnati agency. 
Thomas P. Wright, production 
manager, has been elected direc- 
tor-secretary. 


750,000 Kits Ordered 
Advertising Ingenuities, Chicago 
premium company, has reported 
that a magic kit it produced for 
Mars Inc., via Leo Burnett Co., 
already has resulted in 750,000 
orders, following promotion of the 
premium on the “Howdy Doody” 
TV show Jan. 15-Feb. 24. Orders 
are expected to approach 1,000,000. 


Mayco Agency Moves Offices 

Mayco Advertising Agency, Cin- 
cinnati, has moved its offices to 
914 Schmidt Bldg., 5th and Main 
Sts., Cincinnati. The agency shortly 
will open a radio and television 
department. 


@ Now reaches 72,135 
hotels and restaurants 
throughout America . . 

(See Standard Rate & Date Service) 
20 M. CARROLL ST. MADISON 3, WIS. 
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Advertising Age, March 12, 1951 


Mohawk Carpet Mills’ ‘Agency’ Lines Up 
Afternoon Radio Time for Transcribed Show 


AMSTERDAM, N. Y., March 6— 
Mohawk Carpet Mills is returning 
to radio early this month after a 
lengthy absence. 

The rug manufacturer will spon- 
sor songstress Roberta Quinlan in 
a 15-minute transcribed program 
to be aired three times weekly on 
a selective basis in approximately 
26 markets. The station lineup | 
may be expanded later. | 

Miss Quinlan’s radio show will | 
follow the same general pattern 
as her Monday-Wednesday-Friday 
telecasts, which Mohawk sponsors 
over NEC. 

Despite objections from some 
radio-TV station representatives, 
Bolling Co., radio-TV station rep-| 
resentative, performing the ser- 
vices normally provided by an| 
agency, has had relatively little 
difficulty lining up afternoon time 
for the AM version of the “Mo- 
hawk Showroom,” according to 
Mohawk advertising executives. 


@ Stations were selected in con- 
junction with Mohawk dealers and 
distributors. In most cases time 
was cleared on the first-choice 
outlet. 

Explaining that his company is 
setting up this radio campaign on 
a consultant basis with a straight 
15% commission as payment, 
George Bolling, president, Bolling 
Co., said: 

“We are handling this business 
on an interim basis as a consultant 
so Mohawk can be free to select 
an advertising agency to take 
over the radio account whenever 
it sees fit. All contracts are going 
through the stations’ representa- 
tives.” 

Abbott Kimball Co. placed pub- 
lication advertising—no longer in- 
cluded in the budget—for Mohawk 
until the middle of last year. 
George R. Nelson Inc., Schenec- 
tady, handles TV for the company. 


e The floor covering maker has 
been spending heavily in TV since 
the fall of 1949 when it started a 
Monday-through-Friday musical 
strip with Morton Downey alter- 
nating with Miss Quinlan. Some 
time later, Mr. Downey's two days 
a week were dropped from the 
schedule. 

One of Mohawk’s major pur- 
poses in entering television was | 
to acquaint people with its trade 


} 
WERE INA RUT 
AND DO WE LIKE IT! 


At the awarding of the 1950 N. C. 
Press Association's FIRST PRIZES, 
three of the four top awards went 
to the Winston-Salem newspapers: | 


| 


FIRST 


in 1950 Spot News Reporting! 


FIRST 


in 1950 Feature Writing! 


FIRST 


in 1950 News Photographs! 


For the past five years, the Winston- 


Salem Newspapers have won 11 out 
of 20 FIRST PRIZES! 


More than all other North Carolina’s 
Daily Newspapers Combined. 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


Morning Sunday Evening 


Hational Representative: KELLY-SMITH COMPANY 


name and label. In this respect 
the company feels the telecasts 
have been “very successful.” Sales- 
wise, too, the TV period has been 
an impressive one for the company. 
Net sales jumped from upward of 
$56,000,000 in 1949 to $80,000,000 
in 1950. 

The radio schedule is designed 
to supplement video expenditures. 
Major markets are being concen- 
trated on. Some of the AM sta- 
tions are in TV cities where there 
is no good video time available, 
but mostly they cover non-tele- 
vision areas. 


Forjoe Promotes Two 


Robert Balfour, recently re- 
turned from an assignment with 
the U. S. Navy, and William R. 
Wyatt, general manager of the 
company’s Chicago office, have 
been named vice-presidents of 
Forjoe & Co., New York, radio-TV 


Station representative. Mr. Balfour 
will head sales promotion and Mr. 
Wyatt will be in charge of the 
midwestern division. 


Expands Footlets Campaign 

J. W. Landenberger & Co., Phil- 
adelphia, has launched its most 
intensive ad drive for Footlets, 
knitted hosiery and foot protector. 
Considerably expanded magazine 
space includes Life, and Good 
Housekeeping and The Saturday 
Evening Post have been added to 
the schedule for the first time. In 
addition, one-minute spots on 
cooperative quiz programs in 130 
cities over more than 135 stations 
will be used. LaPorte & Austin, 
New York, is the agency. 


Bourjois Elects Hugo Bell 


Hugo L. Bell, formerly vice- 
president of Lehn & Fink, has been 
elected vice-president of Bourjois 
Inc., New York. He also will serve 
as assistant general manager. E. 
Raymond Johnson, formerly a dis- 
trict sales manager and with Bour- 
jois for more than 30 years, has 
been appointed sales manager. 


Barb to Michener & Holland 


C. Elliott Barb, formerly an ac- 
count executive of McLain Organi- 
zation, Philadelphia, has been 
named copy chief and account ex- 
ecutive of Michener & Holland, 
Philadelphia. 


Klein Agency Moves 

Philip Klein Advertising Agen- 
cy, Philadelphia, has moved to 
larger quarters at 1516 Locust St. 


53 
Henkels Joins ‘Holiday’ 


Ruthe Henkels, formerly in the 
art and production department of 
McKee & Albright, Philadelphia 
agency, has joined the merchan- 
dising promotion staff of Holiday, 
Philadelphia 


KXLW Appoints Bolling 

Bolling Co. has been appointed 
national representative of KXLW, 
St. Louis 


62 Billion Dollar 
Automotive Market 


South and Southwest...your finest 


territory for Sales expansion. You get 


19-state penetration through 


ee SOUTHERN AUTOMOTIVE JOURNAL 


<i 806 Peachtree St., N.E., Atlauta 5, Ga. 


ie cream of your market 


may not be where 


years ago...or even five. 


With important shifts and in- 
creases in population . . . 
fewer than 200 top market areas 
out of about 3000. . 


all too easy to miss! 


But—knowing where the 
cream of your market is today, 
you can, for example: 


Select selling media to give 
sales messages the greatest con- 
centration where the money is 


spent... 


See how costs of distribution 
may be reduced by checking 
the relation of warehouses and 
distributorships against loca- 
tion of your true market... 


Gauge effectiveness of a sales 
force by seeing whether terri- 


Are you 
Missing the Cream | 
of your Market ? 


it was ten 


with 


. it can be 


cent 


tories are concentrated in the 
most productive areas. 


An analysis of the 162 top 
markets, based on preliminary 
U.S. Census figures for 1950, is 
contained in the booklet THE 
CREAM OF YOUR MARKET, pre- 
pared by J. Walter Thompson 
Company. It is of particular 
significance to businessmen in 
these critical times when efh- 


If you would like a copy for 
your own study, we would be 
glad to send you THE CREAM OF 
YOUR MARKET without charge. 


Write: J. Walter Thompson 
Company, Department 203, 
420 Lexington Avenue, New 
York 17, N. Y. Twenty-three 
other offices in strategic market- 
ing centers around the world. 


ample, it: 


marketing technics are 
more important than ever. 


In less than 4% of 

America’s 3,07 3 counties : 
are 43 markets where 

almost half the nation's ‘ 
sales are made . . . and 


two-thirds are made in 162 
markets—9% of the 
counties. 


Tue CREAM OF YOUR MARKET presents up-to- 
the-minute answers to questions about each of 
the 162 markets in which two-thirds of all sales 
dollars are spent. County by county, for ex- 


—Names the 162 richest markets in order of rank. 


~Tells just where people with purchasing power are. 


—Shows where population has shifted and grown. 
—Lets you see where retail sales are highest. 
—Shows you the number of retail outlets. 


A new colored map, made up from the 1950 
census figures, lets you locate at a glance the 
U. S. areas where you can sell most at least 
expense. Shows you the share of sales by nine 
major kinds of business. 

Specific examples show how others have suc- 
cessfully applied similar facts and figures to 
their own problems. Send for your free copy. 


mak | 
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: Radio is still 
in the (sales) 
Driver’s Seat! 


Sure, television’s great and growing...ideal for 
concentrated sales efforts... but to reach the great MASS market 
3 in the Far West—NBC Pacific Coast Network delivers more 


prospects, MORE ECONOMICALLY than any advertising medium! 


To best cover completely the mil- now than ever before in history. 
lions (14,486,527—up 48.7% since What’smore, youradvertising dollar 
1940) in Washington, Oregon and goes further now on NBC Pacific 
A California, the strongest mediacom- Coast Network than ever before. 
bination in all advertising today is Daytime cost per 1000 radio homes 
joint use of radio and television. is down 33% compared with 1944 

If you’ve got the money! rates. Nighttime cost is down 15%! 

If you haven’t— your best bet is Choice time is available on NBC 
radio on NBC Pacific Coast Net- Pacific Coast Network to carry 
work. Your story told on NBC _ yoursales story to millions of listen- 

Pacific Coast Network reaches up’ ers. And if you don’t think radio 
to 82.9% of all radio homes— _is doing a terrific selling job, let us 
A about everyone with money to spend! _ give you the “case history” facts. 
Believe it or not, there are more Consult your nearest NBC Sales 
Western radios in use in more homes right Office without delay. 


Network } | 
ee [National Broadcasting Company | 


HOLLYWOOD ° SAN FRANCISCO * CHICAGO * NEW YORK 
A Division of Radio Corporation of America 
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Advertising Age 


Examples of Illustrative Techniques 


Decentralization Is Good Public Relations 


Copy Ought to Say Something: Creative Man 


Don’t Neglect Plant Protection Work 


THE NATIONAL NE PER OF MARKETING 


Five Main 


Five main illustrative treatments offer 
advertisers and editors a variety of medi- 
ums for monochrome reproduction 


LLUSTRATIONS are used in adver- 
tising for one of four main reasons 

to attract attention, to arouse inter- 
est, to create desire or to promote ac- 
tion. In editorial work they either 
attract or inform. This being the case, 
care in choosing the most effective 
illustrative technique to achieve the 
required purpose, is a matter of great 
importance. It is not our contention 
that a special technique will promote 
any particular one of the functions out- 


WASH DRAWING 


lined above, but rather that the inher- 
ent qualities of the various mediums 
can often be capitalized on to good 
advantage. 

Photography is accepted as being 
accurate and realistic. The old saw 
that “the camera does not lie” still has 
wide acceptance. With today’s methods 
of enhancing the photograph after it 
is taken, it still remains well out in 
front for both advertising and editorial 
illustration. 

Line drawings, as the name implies, 
are pen and ink illustrations and can 
cover an almost endless field. From the 
artist’s point of view, this is the sim- 
plest medium of expression, from the 
plate maker's, it is the quickest to han- 
dle. Together, these make the line 
illustration often the most economical 
to use. Again, with the added effects to 
be obtained by Benday and other arti- 
ficial shading mediums, line work ranks 
high as an illustrative technique. 

The wash technique is 8 adapt- 
able to the many forms of printing 
reproduction and gives a wide range of 
results through its use of graded tones. 
While not possessing the actual real- 
ism of the photograph, its latitude per- 
mits of employing it for a wide variety 
of uses. 

Seratehboard drawings give bril- 
lianee and clarity as this technique re- 
quires artistry and precision. Being 
line work, illustrations on seratchboard 
have the advantage of ensuring perfect 
reproduction on any grade of paper. 

Finally, there is the pencil or crayon 
illustration. Here the artist strives for 
the opposite of brilliance. namely a re- 
sult that is soft and warm. Reproduced 
through the medium of the drop-out 
halftone, illustrations of this nature 
can be made to produce’ many interest- 
ing and effective results. 


The five examples of illustrative 
b&w treatment shown and described 
here are from “The RGB Cirele.” house 
e of Rapid Grip and Batten 
Lud., Toronto, large Canadian producer 
of printing plates of all kinds, as well 
as art, photography and other services, 
and are reproduced from plates fur- 
nished by that company. 


SCRATCHBOARD 
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G. D. Crain Jr. Says... 


Decentralization is Good Public Relations 


One of the biggest news stories which 
have broken in Chicago in recent months, 
rivaling the hearings of the Kefauver 
committee a few months ago in volume of 
space assigned to it in local newspapers, 
was the announcement that the Prudential 
Insurance Co. of America will establish 
its “Mid-America home office” there. 

As soon as consistent with national 
policy on building construction, the com- 
pany will erect a 35-story, $30,000,000 
building east of Michigan Ave. on Ran- 
dolph St., using Illinois Central air 
rights, to house its midwestern operations. 
The buildiig will have 800,000 square feet 
of floor space, of which the insurance 


PRUDENTIAL’S LATEST—This is the architect's draw- 
ing of the 35-story office building which Prudential 
Insurance Co. plans to build in Chicago. 


company will use about half, the re- 
mainder being available for rent. The 
building will have 3,000 company em- 
ployes. 

Carrol M. Shanks, president of Pru- 
dential, whose home office is in Newark, 
N. J., made the announcement regarding 
the new building and the establishment 
of home office facilities for midwestern 
policyholders in Chicago at a press con- 


You Ought fo Kiow . 


A careening cab rescued him from the 
law, marriage got him out of the toils of 
Civil Service, and a bowl of spinach 
clinched his career in advertising. The 
story of Victor Keppler’s climb to his 
present status as one of the top photo- 
graphers in the ad bus- 
iness is a story of deter- 
mination and breaks. 

In January, Vic and 
his 14-man staff moved 
into a new building, a 
one-time coach house 
at 155 E. 35th St., New 
York. The new studio 
has a turntable (use- 
ful for revolving cars 
and sets), an office big 
enough to house Kep- 
pler, his books and awards, and a large 
retriever named Rex. It will eventually 
have a third floor, where Rex will have a 
wire-enclosed run, and Vic an apartment 

Vic was born on the lower East Side 
of New York, where his father with his 
three brothers were in the coffee business; 
later his dad bought a delicatessen on St. 
Nicholas Ave., and Vic went to public 
school at 1095 Park Ave., then a tenement 
neighborhood near the open New York 
Central tracks. 


Vic Keppler 


ference and at a dinner, both of which 
were reported with appropriate fanfare. 

The program is in line with a general 
policy of decentralization which resulted 
in Prudential erecting a huge office 
building in Los Angeles to serve policy- 
holders on the Pacific Coast. Similar 
facilities for Canadian policyholders are 
being established in Toronto. It is also 
locating a southwestern “home office” in 
Houston. 

This type of operation through regional 
offices, which are to carry on home office 
services at other key points, has obvious 
advantages from a management stand- 
point, and likewise represents better serv- 
ice and prompter handling of business 
with policyholders than is possible with 
only one “home office” located on the 
eastern seaboard. But even more interest- 
ing, it is a form of public relations which 
can do much to build increased acceptance 
on the part of the public. 

In the first place, it makes “home folks” 
of a company which might otherwise be 
thought of as a giant corporation thou- 
sands of miles away. In the second place, 
it returns to the communities from which 
it draws its premiums a considerable in- 
come in terms of payrolls and expendi- 
tures for building construction and main- 
tenance. In addition, it puts its manage- 
ment executives in close touch with local 
and regional industrial and real estate 
developments, thereby enabling it to 
handle its investment program—always 
a top problem with insurance companies 
—in the best possible way. 

Prudential will capitalize its huge in- 
vestment in a Chicago building effectively. 
A large sign, carrying the name of the 
company in block letters, will stretch 
200 feet across the top of the skyscraper, 
and on the Randolph St. side will be a 
sculptured Rock of Gibraltar, the com- 
pany’s famous trademark, made familiar 
through advertising to several generations 
of policyholders. 

Now, instead of being merely a trade- 
mark seen in printed advertising, it will 
become a familiar symbol] of Prudential’'s 
strength and service to millions of Chi- 
cagoans and others visiting the midwest- 
ern metropolis. 


. « Vic Keppler 


He began to be interested in pho- 
tography in grade school, and while at 
Stuyvesant High School in 1917 raked to- 
gether enough money to buy a 4x5 view 
camera from a Bowery hock shop. Later 
at City College, Vic worked on photogra- 
phy, studied and ran the three and six- 
mile distances for the track team; he ac- 
quired both a degree and flat feet. 


e At his father’s insistence, he went to 
law school at New York University, but 
during the summer of his sophomore year 
he got a job with Robert Waida, a Japan- 
ese photographer. Just before school re- 
opened, Waida was hit by a taxi. Keppler 
stayed on, taking pictures, selling them, 
and keeping the shop in order—for $12 a 
week. 

Waida returned to the shop, but when 
Vic wanted a $5 raise, he couldn't get it, 
and quit. His father, who had good con- 
nections with the city machine, assisted 
him in landing a job in the police depart- 
ment, where he did photographic work. By 
reorganizing his department, he was able 
to do all the police work in three hours, 
and spent the rest of the day taking and 
selling pictures. While in the department 
he met and married his wife, and when 
they had $200 saved, they moved into a 
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He offers the copy in full: 


needs of his existence. 


conceive of. 


The Creative Wan Corner 


The Corner is always intrigued when advertising goes philosophical. He was 
particularly intrigued with this Spencer ad from the February issue of Fortune. 


“Yesterday’s pagan called to the stars and to multiple gods for the basic 


“But much of the time there was no answer. 

“Today, however, at Spencer Chemical Company, the seeker of plenty works 
his spell with a laboratory test tube. He performs his ritual on a slide rule and 
figures output in carload lots. He knows that the answer to a fuller life lies in 
progressive research and in the productive powers of modern chemistry.” 

This is the type of copy generally referred to as “fine writing.” Reading it, 
however, The Corner could not help but reflect that the pagan, calling on the 


stars and his multiple gods, found himself answered with an inspiration that 
produced such things as the Pyramids, the Parthenon and a flock of other noble 
works that the modern, scientific world has yet to equal. 

He could not help but reflect, too, that “progressive research” and the “pro- 
ductive powers of modern chemistry” have left modern civilization in a cold 
sweat of terror over imminent destruction by atomic energy, germ warfare and 
a flock of other noble works that the pagan would never—in all his idolatry— 


And what are the “basic needs” of existence? Somewhere, sometime, some- 
one made reference to the fact that “man does not live by bread alone.” The 
Spencer Chemical Co. apparently doesn’t produce bread. But—phiiosophically 
speaking—does it, by any stretch of the imagination, produce the “basic needs” 
of existence? And can any chemical company? 


combination studio-apartment on 57th St., 
and Vic was on his own. 


es He haunted agency offices, waiting for 
hours for art directors, and finally cracked 
Lydden & Hanford (later L, H & Kim- 
ball, and finally Abbott Kimball Co.) 
when he did a 12-hour job on a color shot 
of spinach in a white bowl on a white 
plate and cloth. It won him a series of 12 
pictures at $35 apiece of Lily cups. L&H 
had an art director who went to Barton, 
Durstine & Osborn, and Vic began a long, 
profitable and prize-winning association. 

He did a 12-shot series for Raleigh cig- 
arets, and billed the agency for $350, feel- 
ing a little disgruntled at the price. Then 
he discovered that the agency had meant 
$350 a shot. When he had the $4,200 check 
in his hands, Vic rushed out and cashed 
it, changed it into traveler's checks, and 
he and his wife went to Florida. “We did 
all the things kids do who’ve never had 
money,” he recalls, “and we got it out of 
our systems.” 

When the windfall was spent, the Kep- 


plers came home, and Vic went to work 
again in earnest, adding figures and head- 
shots to his repertoire, which previously 
had been largely still life. He had a larger 
studio on 52nd St., over the Aquarium, 
one of New York’s notable speakeasies, 
and he began to have a long list of agen- 
cy clients. 

By 1933 he was ready to move into a 
new studio in the Beaux Arts Bldg., but 
the bank holiday (after which his bank 
failed to open) froze the account in which 
he had the money to pay the contractors. 
He went to BBDO; after a quick meeting, 
the agency agreed to give him the money 
to pay the contractors, taking an assign- 
ment on his accounts in the closed bank. 
“Fortunately,” Vic says now, “the Chel- 
sea paid out in full—I didn’t have to 
obligate any future work.” 


e During the war he worked with the 
War Savings Staff, and with Col. Egbert 
White in setting up Yank. His son, Her- 
bert, now an associate editor of Modern 
Photography, was in the Navy’s V-12 pro- 
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gram and eventually served as an officer 
in the Pacific. His 17-year-old daughter, 
Mary Jane, is still in school and played 
in summer stock in Newport last year. 

He now works in a set pattern, since— 
despite the fact that he has 45 active agen- 
cy accounts (Fuller & Smith & Ross is 
currently the No. 1 customer)—Vic shoots 
all the shots himself. The day begins with 
a meeting, where Vic goes over with Mrs. 
Keppler what models and props will be 
required, goes over with the salesman (he 
has two) any additional agency angles, 
draws a diagram of the lighting, has the 
set and construction men briefed. A shoot- 
ing time is set. 

Half an hour before the Shooting time, 
Vic goes down to the studio, checks the 
lighting and the details, directs the cam- 
eras and shoots the picture. Thus he’s 
limited to what he can do personally, but 
is fairly philosophic: “I had a chance a 
couple of years ago to be head man in a 
big commercial outfit, but I bypassed it.” 
Similarly, although he’s eager to test new 
lighting and camera equipment, he’s shied 
away from patenting or manufacturing 
them. - 

“I wanted to stick to photography,” he 
explains. 


Employe Communications... 


And, since a Keppler color photograph 
minimum fee is $750 plus expenses, stick- 
ing to photography has been rewarding 
for Vic. 


s A husky, voluble man, addicted to sun- 
burst sport shirts and big, log-like cigars, 
he has an abiding interest in photography 
(and is the author of two books, “The 8th 
Art—a Life of Color Photography,” and 
“Commercial Photography”) and the 
city’s slum children. The work of the Po- 
lice Athletic League, particularly the PAL 
camera clubs, is close to Vic’s heart, and 
he devotes much of his time to it. His fish- 
ing camp near the St. Lawrence is a fav- 
orite spot for ad managers and art di- 
rectors. 

He's had the satisfaction of drawing the 
kudos of his trade; he’s won two gold 
medals from the Art Directors Club of 
New York (for photos used in Koppers 
Co. and American Tobacco Co. ads) and 
last year won a gold medal from the Phil- 
adelphia art directors. Photography's 
great contribution to advertising art is 
realism, in Keppler’s book, and he is con- 
stantly digging for “the real thing”—the 
touches, the background, the lighting, the 
props—to make his pictures a segment of 
life. 


Plant Protection Comes to the Fore 


By Ropert NEwcomMsB aNp Marc SAMMONS 


e A SURVEY has recently been com- 
pleted to show the trends in the field of 
employer-employe communication. Its 
first heartening disclosure is that manage- 
ment, far from planning the abandonment 
or curtailment of communications pro- 
grams, is already preparing to enlarge and 
fortify existing programs. 

To nobody’s great surprise, the topic of 
production topped all others as the major 
concern of those in communication today. 
But crowding it close is the subject of 
plant security, far ahead of such subjects 
as manpower recruitment, inflation and 


absenteeism. 

Thanks to enterprising groups like the 
Bureau of National Affairs in Washing- 
ton, and to many magazines and newspa- 
pers, the topic of home protection is get- 
ting attention—not enough, certainly, but 
the trend is in the right direction. It is 
additionally encouraging to note that in- 
dustrial concerns, mindful not only of the 
preservation of their plants but also of the 
lives of their employes, are embarking on 
large-scale themes of plant protection. 
Plant bulletin boards are being brought 
into use to relay protection information 


to employes while in the factory, and com- 
pany publications for employes are show- 
ing enterprise in keeping the theme vig- 
orously alive. 


@ Two women editors may be credited 
with the prompt relay of advice on plant 
protection in their journals. One is Jane 
A. Donovan, who edits “The Hood Spot- 
light” for H. P. Hood & Sons, dairy prod- 
ucts concern in Boston. Editor Donovan 
has followed the meetings of a defense 
planning committee, and relays the news 
of its activities to readers. The news cov- 
erage suggests that the Hood organization 
has its committee working smoothly, since 
many of the details of plant protection 
have already been completed, even to the 
point of transfers of activity in the event 
of any single plant demolition. Grim stuff, 
to be sure, but sound. 

Jeanne Todd, who edits “Palette & 
Brush” for employes of Sherwin-Williams 
Co. in Chicago, used two employes as 
models in a picture spread dramatizing 
survival secrets for atomic attacks. The 


methods suggested are simple, and the 
text strongly cautions against the greatest 
danger of all—panic. 


@ Many employe publications are adapt- 
ing general material on bombing attacks 
to local readerships. Of the many features, 
certainly the feature issued in the “News 
Supplement” of the works papers of Gen- 
eral Electric Co. seems best. It is an at- 
tention-getting pictorialization of the steps 
the family—particularly the housewife— 
should take in protecting her home and 
children. 

Around the plants these days there does 
not seem to be any particular alarm over 
the possibility of atomic attack. It is not, 
as one might suspect, the principal topic 
of conversation over the lunch-buckets. It 
is probably all to the good that those in 
charge of communications programs bear 
down with increasing vigor on the subject. 
Knowing what to do may come in handy, 
and shop workers are among those who 
should realize it. 


The Eye and Ear Department 


Comment and Criticism on Radio and Television Shows 


This is a re-visit to Ed Sullivan's 
“Toast of the Town” program—on CBS- 
TV Sunday nights. But, in a sense, it’s a 
re-visit to all the TV programs sponsored 
by automobile manufacturers. For, as The 
Eye and Ear Department has said before, 
automobile commercials are distressingly 
monotonous. 

The best this 
Department has 
seen to date were 
the Lincoln-Mer- 
cury commercials 
based on the 
economy test run. 
And one of the 
reasons this De- 


partment found The purpose of the “fifth 
those commer- a ol is a to Ed 
: Sullivan (right) by Al Esper, 
soar bg os chief test driver ot Ford 


Motor Co. 

were based on an 

outside and completely unbiased opinion. 
One cannot help but feel, when he sees 

a TV commercial, that this has all been 

staged to bring out exactly what the man- 


ufacturer wants brought out. There are 
few cars—and few products—that do got 
have some shortcomings. And most people 
are aware of this. They instinctively kn@w 
that what advertisers say, over radio ®r 
TV, is not the whole truth. ‘ 

Advertisers, and their agencies, - 
to be completely oblivious to this, how- 
ever, when they write their commercials. 
They excuse their unmitigated encomidgnr 
on grounds of advertising license afd 
manufacturers’ enthusiasm. But—with a@t 
least some skepticism on the part of m@st 
listeners—is this good selling? 

Just what will these cars do for pi 
spective owners? What particular advai- 
tages do they have—in terms of ownegs’ 
use? In the light of the Crowell-Coll 
survey on automobile styling, and 
weekly reports on sales as reported 
Automotive News, neither Lincoln 
Mercury measure up entirely to what 
said about them. The Ford Motor * 
however, undoubtedly has reasons fer 
doing what it does. Why doesn't it cite 
these? 


Bilingual Copy 


English was never my native language, 

I only had it at college—with anguish. 

Yet, somehow or other, I picked it up well 
Until I could speak it and properly spell. 
Although my accent doesn't really ring well 

I could be considered as truly bilingual, 

And as such I am able to fairly compare 

How two modern languages, such as they were, 
Lend themselves to the writing of copy— 

May the latter be powerful, middling or sloppy 
Thus I find that my native German does not 
Afford me the quickest approach to the spot 
Where a copy does the coveted trick 

To flash its message with a sales-getting click; 
I find that English, though I've learned it second, 
Works faster and better than I ever reckoned 


—F. J. Kozian, Knorr Foods Ltd., Wels, Austria 


Mr. Kozian explains his verse as follows: 


“My firm is a subscriber to your ApverTIsING Ace and I am interested in bilingual ad- 
vertising, in particular in copy, since I have been studying and practising this art in 
the English as well as in the German ianguage. This makes me a sort of double-bar- 
reled copywriter, and I am in a position to make comparisons between these two lan- 
guages from a copywriter’s viewpoint. It has just tickled my fancy to jot down a few 
unpretentious verses in which to air my opinion about the two languages for copy writ- 


ing purposes.” 
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Direct Selling, Freezer Cabinets 
Played Big Part in Snow Crop Gains 


‘We'll Be Biggest in 
Frozen Foods Field,’ 
Moone and Mathews Say 


(ADVERTISING AGE here pre- 
sents the second and final in- 
stalment of the Snow Crop 
story. The first part appeared 
last week and dealt largely with 
the company’s advertising phil- 
osophy. This instalment covers 
the birth of Snow Crop Market- 
ers, its purchase by Clinton 
Foods, its distribuiion and other 
phases of its operation.) 


By JAMEs V. O'GARA 

New York, March 8—Snow Crop 
Marketers, which the competition 
today concedes is bold, energetic 
and imaginative, was first incor- 
porated in July, 1945, by J. 
(Jack) Moone, who was graduated 
from Georgetown in 1932. 

Mr. Moone’s first post-graduate 
stop was at Armour & Co., where 
he was a sales- 
man and where 
he stayed until 
1937. He moved 
© the Birds Eye- 
nider division of 
eneral Foods 
yhere he stepped 
p the ladder 
om retail sales- 
national 


»n foods. He quit 

irds Eye in "45 

» start Snow Crop 
Then about 34, Mr. Moone was 
rst joined by N. B. Barclay, who 
psigned as national sales promo- 
on manager for Birds Eye and 
ho today is vice-president in 


John Moone 


4 


N. 8B. Barclay 


Prortin Mathews 


charge of procurement and pro- 
duction for Snow Crop. The top 
Snow Crop triumvirate was formed 
when Martin Mathews, Birds Eye 
divisional sales manager, came 
along. Mr. Mathews’ title is vice- 
president in charge of sales and 
marketing. 


e The first eight months after 
July, 1945, Were spent in organ- 
izing the production and selling 
phases of the Marketers setup. 
First sales under the Snow Crop 
label came in April, 1946. At that 
time, Snow Crop was acting as a 
marketing group—selling the out- 
put of a number of big fruit and 
vegetable producers. 

Basically, the plan was to take 
on individual packers with little- 
known brands and jointly finance 
an advertising program under the 
Snow Crop label. For example, 
the frozen orange juice that today 
retails under the Minute Maid 
name was, in 1946, first marketed 
under the Snow Crop label 

It was Snow Crop which jacked- 
up postwar production standards 
and the Marketers came up with 
a high-caliber production guide 
for packing products. Snow Crop 
today boasts it is the only major 
frozen food outfit which uses De- 
partment of Agriculture grading in 
all the plants it uses, and then 
double checks Agriculture's grad- 


ing via its own quality-control 
men 
e Early Snow Crop advertising 


(The Saturday Evening Post, and 
later Ladies’ Home Journal and 
The American Weekly, some news- 
papers and outdoor showings) 
quickly resulted in an expansion 
of distribution. Twenty markets 
east of the Mississippi were pretty 
well covered. Salesmen walked in- 
to key chain stores, 
prints of The Saturday Evening 
Post ads, and signed up many of 
them. (In the early days Snow 
Crop had about seven salesmen; 
today it has 300 in its direct sales 
organization.) 

By the end of 1946, Snow Crop’s 
sales amounted to about $3,500,- 
000—and this figure declined 
| slightly in 1947. Snow Crop was 
experiencing the jitters. The en- 
tire industry, as a matter of fact, 
was in bad shape largely because 
of too much production and in- 
ferior quality. People simply 
weren't buying. 


|@ “We were disagreeably sur-| 


prised,” recalled Mr. Mathews in 
| a speech last October, “to find the 


§ | frozen food market glutted with 


| unsalable inventories of all classes 
of products produced by the war- 
period operators. 

“Poor quality was the predom- 
| inant fault of these surplus inven- 

tories and the industry went 

| through a period of low pricing, in- 
|} ventory liquidation and general 
| housecleaning. This situation oc- 
curred during the latter part of 
1946 and continued for the greater 
part of 1947.” 

Snow Crop, after a promising 
start, found itself floundering about 
for these reasons—and one other: 
a pressing need for large amounts 
of money to exploit its label and 
go on to really big sales volume. 


@ So it was in February, 1947, that 
the inadequately financed Mar- 
keters sold 51% of the company’s 
stock to Clinton Industries (now 
Clinton Foods). Clinton also got a 
five-year option on the 49% bal- 
ance—an option that was exer- 
cised the following November. Mr. 
Moone and his cohorts took jobs 
with Clinton and remained at the 
Snow Crop helm. Mr. Moone’s 
present title is executive vice-pres- 
ident of Clinton and president of 
Snow Crop Marketers division of 
Clinton. 

Charles W. Metcalf, formerly 
executive vice-president of Gen- 
eral Foods and 
a marketing con- 
sultant, figured 
importantly in 
the reorganiza- 
tion. He later be- 
came president of 
| Clinton. 

If Mr. Metcalf 
is the Snow Crop 
“eoach,” UE. 
}Moone is the 
|“quarterback” 
daring enough to 
pass from his own end zone. To 
carry the figure further—Mr. 
Mathews is wheel-horse “full- 
back,” the know-how man. And 
Mr. Barclay, a sales-wise veteran, 
is the halfback who hits the pro- 
duction problem line. 


Cc. W. Metcalf 


e By the end of 1948, the new 
combination upped sales to $6,- 


250,000 and in 1949 to $26,000,000 
With this year’s sales expected to 
reach $56,000,000, Snow Crop is 
confident the peak is not yet in 
sight. 

“We're No. 1 in the frozen juice 
concentrate business, the most im- 
portant segment of the industry,” 
said Mr. Moone. “And we are No. 
2 in fruits and vegetables. In five 
years we expect to be the indus- 
try leader in total dollar volume of 
sales.” 


waving re-| 


B | undertook to install these, gratis, 


Snow Crop, according to Mr. 
Moone, expects to expand sales by 
increasing its poultry business and 
particularly by pushing new prod- 
ucts with unrealized potentials 
(like frozen coffee, lemonade and 
orangeade mix, all of which it 
brought out in 1950). 

“We're always looking for a 
product which freezes successfully 
and which has a big market po- 
tential,” he said. “A product must 
have three qualifications: quality, 
convenience and price value.” 


@ Unlike some competitors, the 
Marketers doesn’t handle fish on 
a large scale. It is somewhat re- 
| luctant to go into fish because the 
top brass doesn't feel that the ex- 
jtensive investment required is 
| justified in the face of present con- 
ditions. 
| Mr. Moone said the powerhouse 
generating Snow Crop's growth 
was its introduction of a direct- 
| selling policy—an innovation in 
jthe industry which resulted in| 
prices on Snow 


lowering retail 
Crop’s line by 2¢ to 7¢ a package. 
| Obviously, it was also a sales spur. | 
| Direct selling, a temporary de- 
| vice intended to provide adequate | 
| distribution in certain areas, was | 
|aimed at streamlining the distri-| 
butive function of middlemen and | 
also at lowering prices at the re- | 
| tail level. It involved a new ware-| 
housing wrinkle which relieved} 
| independent frozen food distribu- 
| tors from the necessity for putting 
|} heavy coin into storage facilities 
}and big inventories. 


|@ By 


selling direct to retailers, 
Snow Crop showed that distribu- 
tor margins could be shaved by 
upward of 40%. It charged to it- 
self the f.o.b. tariff usually paid 
by distributors and added only the 
actual cost of transportation, ware- 
house handling and store delivery. 
Today, Snow Crop still main- 
tains 14 of these direct-selling 
branches—in addition to supply- 
ing 216 wholesale distributors 
These 216 benefit by a system un- 
der which they buy Snow Crop 
products as they need them on a 
day-to-day basis. (Snow Crop 
doesn't take orders for less than a 
dozen-unit case of food or a 48- 
can case of orange concentrate.) 


2 A problem which Snow Crop 
faces today is one at the retail 
level: Many stores lack the proper 
selling equipment to make big 
profits from handling frozen foods. 
Briefly, the retailer simply doesn’t | 
set aside the space needed to ex- 
pand his sales. 

Alertly, Snow Crop last June 
took its first step to hop this hur- 
dle. “We bought 6 cu. ft. zero tem- 
perature cabinets, more than 10,- 
000 of them,” said Mr. Moone. “We 


| in stores—provided the stores| 
agreed to carry the full line of our} 
juice concentrates. Thus they got 
more selling space—a space big} 
}enough to hold 48 dozen 6-ounce 
leans. We've spotlighted concen- 
| trates and increased volume at the 
| same time.” 

| Roughly half of these cabinets 
have been installed in stores to 
date, and present production, ham- 
|}pered by the growing defense 
} economy, is at the rate of 300 a 
|} week. (Snow Crop items today are 
sold in 70,000 retail outlets—out 
of the 125,000 legitimate outlets 
equipped to handle frozen foods.) 


@ The Snow Crop frozen food 
shipper—a 14-pound, insulated, 
lightweight, collapsible carrier— 
was introduced last December to 
solve transportation problems. 
When full (holding 14 dozen pack- 
ages of frozen foods, weighing 
about 104 pounds) its gross weight 
is approximately 118 pounds. And 
it keeps food frozen for 24 hours 
without refrigeration at tempera- 
tures ranging to 9.5° Fahrenheit. 
Previously, the best carrier avail- 
able to the Marketers weighed 60 


(Flr w Sams Cp 6 ented pulty no proes 


OLD WAY—This is the way Snow Crop | 

advertised in The Saturday Evening Post. | 

The company has since dropped national | 

magazines to become a heavy television 
advertiser. 


pounds, held 100 pounds of food, | 
and had a gross weight of 160! 
pounds. 

Developed by Snow Crop in con-| 
junction with Owens-Corning Fi-| 
berglas Corp., Weber-Washburn | 
Co. and British Xylonite Inc., the 
new shipper permits a big reduc- 
tion in the cost of delivering food 
‘rom warehouse to retail store. 
Importantly, the shipper allows! 
the transportation of frozen food 
in any kind of truck—and not ne- 
cessarily a refrigerated vehicle. 


e Two months ago Snow Crop an- 
nounced a complete realignment 
of its sales organization (AA, Jan. 
22). The move—involving the es- 
tablishment of five major sales 
divisions throughout the U.S.— 
“was made necessary by the large 
increase in sales, a greater number 
of retail outlets being serviced, and 
the projected sales expansion an- 
ticipated for 1951.” 

At the same time, Snow Crop 
set up 20 new sales districts. These, 
together with the 14 company 
branches in operation, make up the 
basic territories underlying 
the new sales divisions. 


sales 


|e Snow 
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The changes were described by 
the company as constituting a ma- 
jor effort to broaden and decen- 
tralize the organizational structure 
of the Snow Crop sales depart- 
ment. The aim here was to bring 
the company closer to its whole- 
sale and retailer customers. 

After Clinton Foods bought 
Snow Crop, the parent group 
launched a plant and grove ac- 
quisition program which made it 
the largest single factor in the 
Florida frozen orange juice indus- 
try. 


e Another major addition last year 
was the Northern Frosted Foods 
Co., which has a frozen pea proc- 
essing plant at Lewiston, Ida. 
Northern’s assets were exchanged 
for a block of Clinton’s treasury 
common stock. 

Snow Crop now draws on a total 
of 60 plants which supply the 
juices, fruits, vegetables and poul- 
try sold in its retail and institu- 
tional lines. 

Mr. Barclay, a _ plain-spoken, 
shirt-sleeves executive, said flatly 
that his company has higher qual- 
ity standards for products in these 
plants than the rest of the indus- 
try. Reason: “As a relatively new 
brand we have been subject to con- 
siderable challenge. So we've felt 
the need to maintain high quality 


| to get a foot in the door of Mrs. 


Consumer’s home.” 


Crop, encompassing a 


| group of highly rated marketing 
| men and top-talent merchandisers, 


is convinced that 1951 can be a 
fantastically profitable year for 
the entire frozen food business. 

To make this come true, the 
company feels, requires teamwork 
and a steady eye on maximum vol- 
ume and turnover. Moreover, costs 
must be kept reasonable—from 
packer to grocer. 


ws Much of its added volume, it 
thinks, will come from new prod- 
ucts like frozen coffee. 

“This product,” said Mr. Math- 
ews recently, “hds by far the 
greatest potential of any frozen 
food since it offers us a crack at 
the gigantic coffee market which 
aggregates well over $1 billion in 
consumer purchases each year.” 

Significantly, it was Snow Crop 
which was the first to bring out a 
frozen coffee concentrate. 

Probably the most imaginative 
and flexible company in the field, 
Snow Crop expects big things of 
itself. And it can probably achieve 
its goals by the combined boldness 
and capital it commands. Mr 
Moone’s_ prediction that Snow 
Crop will overhaul Birds Eye in 
five years seems to many to be 
entirely in the realm of possibility. 


NEW AND QLD—At left is the new “horizontal” package designed and adopted 
by Snow Crop in 1950. At right is the old “vertical” package. Snow Crop claims 
a “first” in use of picture packages in the frozen foods industry. 
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it has only one 


In 1950 The New York Times published the greatest volume 
of advertising any New York newspaper” has ever 
published —39,574,371 lines. 

It gained more advertising over the previous year than 
any other New York newspaper — 3,484,635 lines. 

It led in more different classifications of advertising 

than any other New York newspaper...and in more 
classifications than it had ever led before. 

1950 was the 32nd consecutive year in which The New 
York Times has been the advertising leader in New York, 
the greatest market in the world. 


The New York Cimes 


*This includes all advertising carried by New York newspapers, whether full-run, 
part-run, or split-run, and all kinds of advertising. 
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Advertising Volume Figures for February Issues of Business Papers 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 
ard 7x10” advertising page. 


Pages Pages Pages 
INDUSTRIAL GROUP 1951 1950 = == 1951 1950 
Aero Digest ease 51 55 Civil Engineering . oes 5 P. Mill News (w.) .. 189148 §*152 
American Aviation (bi-w.) 946 *42 Coal Age ........ 173 138 ad Trade Journal (w.) .. 1§*176 §*158 
American Builder 142 200 Coal Mining ee eeeronss 25 21 | Petroleum Engineer .... 179 142 
American City *129 *134 Commercial Car Journal .. 171 | Petroleum Processing ...... 65 66 
American Dyestuff Reporter ‘8S 85 Construction Digest (bi-w.) #143 *130 | Petroleum Refiner .. *135 *139 
American Machinist (bi-w.) 407 *344 | Constructioneer .......... *105 #89 | Pit & Quarry ............ *113 *95 
American Printer 83 86 | Construction Equipment .. 33 9 Plant Engineering ........ 80 44 
Analytical Chemistry 42 42 | Construction Methods & a pS ae 53 49 
Architectural Record {||209 172; Equipment .......... "129 *112 | Power ere 209 189 
Arts & Architecture 7 23 | Construction News Monthly *75 *73) Power Engineering ...... 83 58 
Automotive Industries Constructor .......... 46 42 | Practical Builder ..... 97 90 
(semi-mo.) 176 326) Contractors & Engineers | Printing Magazine ........ 51 49 
Aviation Age *48 *29| Monthly (9%4x14) ..... 53 4 Product Engineering ...... *231 *226 
Aviation Wees '§*206 §*162| Dairy Record ........ ‘64 70| Production Engineering & 
Bakers’ Helper (bi-w.) 128 158 | Design News Pa 11 115 Management ........... 92 72 
Bedding 77 83) Diesel Progress (9x12) 51 53 | products Finishing 
Better Roads 32 31} Distribution Age ....... 301 307 era 286 223 
Boxboard Containers 44 41 | Drilling wteeeee 82 Progressive Architecture ... 
Brewers’ Digest . 43 38! Drug & Cosmetic Industry . . *99 *96 | Purchasing .............. *223 *212 
Brick & Clay Record *45 *47 Electric Light & Power .... 86 84 | Quick Frozen Foods & the 
Gus Transportation 118 128 | Electrical Construction & Locker Plant .......... 63 173 
Butane-Propane News | _ Maintenance ..... 109 at Railway Age (w.) ........ "9215 154 
(4V/x6"/2) 71 77 | Electrical Engineering *52 ‘53 | Railway Engineering & 
Butter, Cheese & Milk | Electrical South . 60 Maintenance ........... 50 51 
Products Journal .. 35 42 | Electrical West ... 85 65 | Railway Mechanical & 
Canner (w.) ‘9°84 §*73 | Electrical World (w.) . 245 *238| Electrical Engineer ..... 87 81 
Ceramic Industry *56 *48 | Electronics .......... *245 *199 | Railway Purchases & Stores 85 66 
Chemical & Engineering | Engineering & Mining Railway Signaling & 
News (w.) - ‘170 138; Journal ........ 151 116 Communications ........ 31 
Chemical Engineering ‘272 258 | Engineering News-Record Roads & Streets .......... one ° 
Chemical Industries Week 67 84 (we. OL ae 9294 *279| Rock Products .......... 117 *112 
Chemical Processing . 146 126 | Excavating Engineer . 35 36 | Southern Lumber Journal .. *76 *6 
| Factory Management & | Southern Lumberman ...... *142 *148 
—— | _ Maintenance ....... *240 *212 | Southern Power & Industry 91 93 
° Fire Engineering ......... 46 SURED cnccknnccaseoes 3850 #344 
Product information PRR RS 105 107 | Supervision ........ 2 
Food Industries . . baae *133 *129 | Telephone Engineer 
Food Packer . “ “2 Co eS ye *83 *81 
Food Processing . . Telephony (w.) .......... #107 *116 
. 
more vital now than ever! | Founy *176 —*165| Textile Industries + 
Gas 53 Textile World ............ 223 217 
Gas Age (bi-w.) ....... ‘84 DRIED cxetencees<s : *93 "91 
oe . Heating & Ventilating ..... 88 72) Toot & Die Journal 
CONVERTING Heating, Piping & Ai s > eae §120 71 
TO WAR Conditioning ........... 106 105 | Tool eens 82 6 
PRODUCTION Ice Cream Review ........ 7 85 | Traffic World (w.) ...... 127 106 
Industrial & Engineering DRED cecnecaseneses 31 21 
: ees 97 103 | Wastes Engineering** ..... 22 
Industrial Finishing | Water & Sewage Works 53 54 
(@yex6¥2) ...-.-.--- *70 *77 | water Works Engineering .. . 52 51) 
: Industry & Power , 74 125 | Welding Engineer ......... 55 38 | 
pelt wey tere : Inland Printer .... , 66 Western Canner & Packer .. “44 *41 | 
: E = 2 Interiors ...... 101 Western Construction *82 * 
Iron Age (w.) .... .. '*462 *427 | Western Industry . eed *41 *41 
Lumberman ..+...... tds eB) | Wood Worker --.. *73 *68 
; _ | Machine Design oi ie 
rgently checking IEN for up-to- | (are eee i ook Wenteer = rat — om 2 
: inf : (AY QxXGY2) - eevee eee 256 191) World Oi! -....... . 99317 #311 
e-minute information on Machinry .. ss 277 254 
y World Petroleum ... ; 50 43 
Magazine of Building 167 Total 17.481 16.145 
EQUIPMENT Manufacturers Record ... §*73 *33 | EM sseeneccocssoene ’ , 
ge s g2| PRODUCT NEWS GROUP 
PARTS Mass Transportation ...... 24 24 Volume figures for product news information 
Materials & Methods ...... 131 97 | publications are reported in 1/9 page units 
: MATERIALS Mechanical Engineering .... lll 105 | (approx. 31/4x434”) . .not in standard 7x10” pages. 
Mechanization ........... §105 $96 | Electrical Equipment ...... 340 295 
Metal Finishing ........ *63 *65 | Industrial Equipment News . 718 674 
ee seeeee b | Industrial Maintenance .... = nd 
We Dealer .......- | New Equipment Digest .... 
Mill & Factory ........ » #203 #185 Plastics World ........... 191 148 
Mining Engineering ...... §36 23) Product Design & Develop- 
Modern Machine Shop DEL cece euenkews ce 290 2 
- & axe 2). et tteeeees . 76 71 Transportation Supply News . 98 49 
ra me’ eevces P ~ 
Modern Packaging ...... 9127 $130 Total 1/9 page units ... 2,360 2,053 
Modern Plastics ..... cee 
Modern Railroads ........ §123 gs| TRADE Group 
National Petroleum News | Air Conditioning & Refrigera- 
ees 110 tion News (w.) (11//9x16 1947 54 | 
: ° 18144 §139 American Artisan ... . 82 9 
rgently searching IEN for new) national Safety News . 47 46 American Druggist .... 109 = «:120 
. Oil & Gas Journal (w.) ... 1440 #423 American Lumberman & 
d substitute sources of Operating Engineer ....... 44 51| Building Products Mer- 
| Organic Finishing eres me an chandiser (bi-w.)...... #146 *153 
Pacific Builder & Engineer . Boot & Shoe Recorder 
EQUIPMENT Packaging Parade (9%gx12) 63 DD \‘cssniodeses *156 *172 
Paper Industry ........... 52 56 Building Supply News .... §370 102 
PARTS 
MATERIALS 


a} ay Both need prod-| 


uct information now more than | 
ever! Both depend on ererea, 
Equipment News as industry's! 


UUW. 


original and most complete serv-|  - orier® 
ice specializing on product in- W 
formation. Details? Ask for ‘The! — One advertisement doesn’t make a campaign — 


IEN Plan.” but with only one ad in TODAY'S HEALTH you reach 4,000,000 PRE- 
SELECTED readers (1950 Reader audience study). 


With a twelve-time LOW COST schedule in TODAY'S HEALTH you reach a 
potential of 48 Million persons and families of highest living standards 
and purchasing power. & 
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Thomas Publishing Company navies 
oe 
461 Eighth Avenue, New York 1, N.Y. 


BRANCH OFFICES~ BOSTON - CHICAGO 
CLEVELAND DETROIT INDIANAPOLIS 
LOS ANGELES - PHILADELPHIA - PITTSBURGH 


| Variety Merchandiser 


22 Wood Construction & Build- 


Chain Store Age— 
Administration Edition 
Combinations ........ *25 


Department Store Economist 
Domestic Engineering .... 
Electrical Dealer ........ 
Electrical Merchandising 


80 

104 

Grocery Editions ........ 102 
85 

139 

54 


(9x12) eeemiichared% ; *129 
Electrical Wholesaling .... 1992 
Farm Equipment Retailing. . 75 
Farm Implement News 

|. eR 1*130 
Florists’ Review (w.)... 1§*392 
Fueloil & Oil Heat 74 
Geyer’s Topics 
Glass Digest ......... 

Hardware Age (bi-w.) ‘269 
Hatchery & Feed .. : 43 
Hosiery & Underwear Review 99 
Hosiery Industry Weekly... . 148 


Hosiery Merchandising .... 444 
Implement & Tractor (bi-w.) '*149 
Implement Record ........ 53 
Industrial Distribution . 190 


Jewelers’ Circular-Keystone. 162 
Leather & Shoes (w.) .. 19*152 
Lingerie Merchandising .... 48 
Liquor Store & Dispenser .. 40 
Motor .... (0k066 bens 139 
er 87 
Motor Service (4'4x6'g) .. 147 


NJ (National Jeweler) 
| 7 
National Bottlers’ Gazette . . 
9 Office Appliances ........ 
Photographic Trade News 
Plumb 


Poultry Supply Dealer . 
Progressive Grocer (4'/4x7! 
Sheet Metal Worker ...... 
Southern Automotive Journal 
Southern Hardware ...... 
Sporting Goods Dealer 


SEED occccecnene 


© @ ER8Se8Ese xenkuk 


ing Materialist ........ 


Total 5,713 

CLASS GROUP 
Advertising Age (w.) 

ED cn awn gaeese 195 
Aeronautical Engineering 

NT Dkeacccescesees s4 
American Funeral Director *70 
American Hairdresser ..... 40 
American Restaurant ...... 79 


Banking (7x10-3/16) .... 78 
Billboard (1034x1534) (w.) 1*187 
Chain Store Age— 

Fountain Restaurant 

Combinations ........ 27 

Cleaning & Laundry World . 31 
Dental Survey ........... 
Fountain Service ......... 43 
Hospital Management _.. 65 
Hotel Management ...... 80 
Hotel Monthly .......... *41 
Hotel World-Review (w.) 

a, ae *%6 
Industrial Marketing ...... 8s 
Journal of the American 

Medical Association (w.) *281 
OD on o00ca cece *46 
Medical Economics (4'4x6%4) 162 
Modern Beauty Shop ...... 70 
Modern Medicine (semi-mo.) 

‘ 190 
110 
124 
77 
132 
86 
21 


Nation’s Schools ......... 
Oral Hygiene (4-5/16x7-3/16) 
Proceedings of the LR.E. .. 
Restaurant Management ... 


School Equipment News 
School & College 

Management (9'/9x1134) 
What's New in Home 


EXPORT GROUP 
American Automobile 
(overseas edition) ...... 
American Exporter 
(2 editions)- .......... 
American Exporter Industrial 
GERD on ccccccce. 
Automovil Americano ...... 
Caminos y Calles ... 
Farmaceutico .... 
Hacienda (2 editions) 
ae 
Ingenieria Internacional 
Construction .......... 
Ingenieria Internacional 
|, TEE 
McGraw-Hill Digest . 
Petroleo Interamericano 
Pharmacy International 
Revista Aerea 
Latinoamericana ....... 


BE 


o Sexe # caends 


BE eu wes888 ahd we éxesees 


Nn 
uw 
~~ 
~~ 


RK 


a 
ee 
o 


~ S&pa es cee’ 


Advertising Age, March 12, 1951 


ssi” 190 Business Paper Ad 
., Linage Up 5.8% Over 
.. February Last Year 


Cuicaco, March 8—February ad- 


| vertising volume in 259 business 


papers rose 5.8% to 29,118 pages, 
as compared with 27,526 pages in 
the same month last year, accord- 
ing to the monthly tabulation made 
by Industrial Marketing. 

The 153 industrial papers re- 
porting were up 8.3% in February, 
a gain of 1,336 pages. The 29 class 
publications gained 1.9% for the 
month, while the seven product 
news publications were up 307 
one-ninth-page units, or 15%. 

The 53 trade publications were 
off slightly, reporting a loss in 
February of 1.4%, or 81 pages. 
The 17 export papers also were 
down; 19 pages, or 2% off Febru- 
ary 1950’s volume. 
MONTH OF FEBRUARY 

Pages 


Classifieation Pages 

1951 1950 
Industrial 17,481 16,145 
Product News *2,360 *2,053 
Trade 5,713 5,794 
Class 2,622 2,573 


Export 942 961 
*Figures are for one-ninth-page “‘standard units.” 


1951 1950 

Revista Rotaria .......... 6 6 
Spanish Oral Hygiene 

(4-5/16x7-3/16) ...... 32 30 

Textiles Panamericanos .... 67 61 

a aa 942 961 


§Includes a special issue 

*Includes classified advertising 

‘Estimated 

[7x10 units, sold as pages 

**Formerly Sewage & Industrial Wastes Engineering 


Avis Rent-A-Car Launches 
Ad, Promotion Campaign 


Avis Rent-A-Car System, De- 
troit, has launched a national ad- 
vertising and promotion drive with 


70 | a full-page b&w ad in the February 


19 issue of American Aviation, the 
first in a series of ads designed to 
reach plane and train travelers. 

The campaign, which is being 
conducted without assessment on 
individual members of the system, 
supplements a local newspaper 
drive started two years ago in De- 
troit and other cities where Avis 
owns and operates stations. Li- 
censees also are using local media, 
for which ad mats and copy are 
being made available by Avis at 
no cost. James P. Chapman Inc., 
Detroit, directs Avis’ public rela- 
tions program. 


LP-Gas Groups Set Meetings 


The newly organized southeast- 
ern district of Liquefied Petroleum 
Gas Assn. will hold its first con- 
vention and trade show March 19- 
21 at the Atlanta Biltmore Hotel, 
Atlanta. Other regional meetings 
scheduled are: North Pacific dis- 
trict, March 30, Multnomah Hotel, 


| Portland, Ore.; central states dis- 


trict, June 4-5, Tulsa, Okla., and 
mountain states district, June 10- 
12, Troutdale-in-the-Pines, Ever- 
green, Colo. 


System Publishing Expands 

System Publishing Inc., Newark, 
O., publisher of Packaging Systems 
Magazine, Food Machinery and 
Universal Engineer, has expanded 
its operations with the opening of 
an eastern office at 648-A Bruce 
St., Ridgefield, N. J. All editorial, 
advertising, sales and promotion 
material will be handled from the 
new office. 


"FY 


Shell Oil placed “Shell's Dinner 
Edition of the News” on KJR— 
their only radio in Western 


Washington. 
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‘Portrait of an Industry’ Art Exhibit 
Is Result of Artists’ Tour of Utility 


ALLENTOWN, Pa., March 7—When and local art, service or education- 
the Pennsylvania Power & Light al groups in the community. 
Pennsylvania Power & Light has 
Lehigh Art Alliance on a tour of) | prepared a catalog of the exhibit, 
its big Sunbury steam electric sta-| which is distributed to show audi- 
tion last fall, company officials had | | ences, schools, libraries and press | 

| representatives wherever the ex- 
sult in one of the most effective! hibit is shown. In addition, illum- 


Co. made arrangements to take the 


little idea that the tour would re-| 


public relations tools ever devised | inated window displays, posters, | 
by a utility. invitation forms, a press kit and 
The entire plant was placed at| similar material are used to attract 


the disposal of the artists on Sept.| visitors to the exhibitions. 


24, 1950. Plant employes escorted 


the artists through the Sunbury | venture, 


Grocery Store Audit 


As a result of the success of the Available for tests 
other industries in the The Press-Gazette store audit 


station, answered questions and| area have displayed enthusiasm contains a basic panel of 18 out- 
arranged for a picnic at a nearby and interest in “sitting” for similar lets. A check of store inventory 
park. “portraits.” and invoices is made at =o 


As a result of the field trip, the 


; trip, th Quentin Smith, president of the _—imtervals to determine 
artists produced 99 compositions in art alliance and a member of the 
oils, water colors, pastels, plus a company’s engineering and con- 
| struction department, 

| the art in industry idea. 


sales. Available without — 
for test campaigns. 


contact the 
developed General Advertising Dept. 


" i ad . 
when you “fest” in Green Bay, Wis. 
The Green Bay city zone is an isolated, compact, self suffi- 
cient market completely covered by one medium — the 
Green Bay Press-Gazette. Its typicai population contains 
a wide cross section of employment and nationality groups. 
Industry and business are highly diversified and stable. 
Distribution facilities are excellent, media cooperation is 
thorough 


GREEN BAY PREss-GAZETTE 


Green Bay, Wisconsin 


PORTRAIT _OF POWER— Result of a trip | 
Power & Light 
Co. focilities by the Lehigh Art Alliance | 
was a group of 99 paintings, sketches 
and interpretive productions which com- 
prise a “Portrait of Power.” The collection 
is now on tour. Title of this abstract by 
Richard Peter Hoffman is “Pulverizer.” 


collage of metals, wood and glass. 
All “schools” of art were rep- 
resented. 


a From Nov. 19 to Dec. 2, the 
paintings were exhibited in the 
company’s general offices and 
drew some 4,500 visitors. Later, 
Henri Marceau of the Philadelphia 
Museum of Art and Howard Hen- 
ry, assistant art director of N. W. 
Ayer, judged the collection and se- 
lected 25 paintings which “best 
caught the spirit, the magnitude 
and the wonder of Sunbury and 
had thus met the challenge of an 
industry’s sitting for its portrait.” 

The 25 paintings were pur- 
chased by the power company ear- | 
ly this year. The “Portrait of Pow- | 
er,” as the collection was called, | 
was exhibited by the Pennsylvania 
state museum in Harrisburg and) 
since that time has toured the com- | 
pany’s service area, with exhibits | 
sponsored jointly by the company | 


GROCERY INVENTORY 
in BAYONNE 


Iy order to further establish Bayonne, N. J., 
as Metropolitan New York's No. 1 cest market, 
THE BAYONNE TIMES is conducting a series 
of ten-week continuing analytical studies of the | 
movement of grocery store products in a cross | 
section amounting to 10 percent of all Bayonne | | 
retail outlets. 

Send or call for complete details of current at} 
contemplated grocery stove surveys. 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” | 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN, 


ates 


A CITY LARGER THAN 
MILWAUKEE, CLEVELAND, AND 
WASHINGTON, D.C., COMBINED 
WILL MOVE TO COLORADO 


“This summer, Colorado's population will be increased by more than 3,100,000 out-of-state 
vacationists. That's more people than live in Milwaukee, Cleveland, and Washington, D. C., all 


combined. 


And while these 3,100,000 extra people are enjoying “the nation’s roof garden,” they'll be 
in a gay spending mood. They'll spend more than $221,000,000 in Colorado . . . that’s $221,000,000 
in extra summer sales over and above the regular market. 


Your share of this extra summer business is worth getting. And the surest, easiest way to get 
this extra business is to increase your summer advertising in the most widely read selling medium 
in the Rocky Mountain Empire . . . THE DENVER POST. 


CIRCULATION 
231,888 
362,784 
Magazine and Comics 395,087 
A.B.C. Publisher's Statement 
September 70, 1950 


al 


THE DENVER POST 


The Tesce of the Rocky Mountain Empire 
PALMER HOTT COITOR AND Pustisece | 


Represented Notionally by Moloney, Regon & Schmitt, Inc 
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New York Dotted Liners 
Will See How Agencies Work 
A program “illustrating the me- 
chanics within..an advertising 
agency” will be presented to mem- 
bers of the New York Dotted Line 
Club, an affiliate of Associated 
Business Publications, March 12 
by officers and staff members of 
Grey Advertising Agency 
Scheduled to take part in the 
demonstration at noon in the Ho- 
te] Roosevelt are Lawrence Valen- 


stein, agency president; Arthur C. 
Fatt, executive vice-president; 
James S. Morgenthal, account ex- 
ecutive; Herbert A. Vitriol, re- 
search director, and Ferd Ziegler, 
sales promotion manager 


McElfresh Joins ‘Enterprise’ 

Howell F. McElfresh has joined 
the advertising staff of the Enter- 
prise, High Point, N. C., where he 
will handle retail advertising ac- 
counts 


S. C. Press Group Elects 


Charlie Peace, general manager 
of the Greenville News-Piedmont 
Co., has been elected president of 
the South Carolina Press Assn. 
Other officers are: W. L. Kinney, 
Marlboro Herald, ist vice-presi- 
dent; Hubert Osteen, Sumter Item, 
2nd vice-president, and Harold C. 
Booker, Camden Chronicle. secre- 
tary. W. W. Smoak Jr., Walter- 
boro Press and Standard, has been 
reelected treasurer. 


ear ecards sell... 


Mr. Dick Cronin, Advertising Man- 
ager of Levi Strauss & Co.. San 
Francisco, says: “We tried car 
cards seven years ago. experienced 
their effectiveness, and have since 
extended coverage to entire Pacific 
Coast. Our cards make excellent 


Transportation 
Northern California is handled by 


Fielder, Sorensen & Davis 


point-of-sale displays, too.” 


Advertising in 


(nan 


Advertising Age, March 12, 1951 


Ayer’s 83rd Directory Shows Newspapers 
Made Greatest Circulation Gains in 1950 


PHILADELPHIA, March 7—Daily 
newspapers in this country last 
year broke all records for attract- 
ing readers, having their greatest 
circulation increase in history, ac- 
cording to the 83rd annual edition 
of N. W. Ayer & Son’s “Directory 
of Newspapers and Periodicals,” 
published yesterday. 

Combined circulation of all Eng- 
lish-language daily newspapers 
reached the new high of 54,877,- 
000 copies a day at the end of the 
year. This is an increase of 2,606,- 
000 copies, the greatest increase 
ever made in one year. In addition, 
1950 was the 11th year in a row in 
which daily newspapers have 
added to their circulation figures 

The country’s 390 morning pa- 
pers added nearly 750,000 daily 
circulation for a total of 20,896,000. 


The total of 1,497 evening papers | 


gained more than 2,000,000 in daily 


58 Sutter St.. San Francisco, Cal. circulation, reaching 33,037,000 
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Continued research saleguards the quality 
ol Champion papers 


Champion papers by name saleguards 


the quality of your 


labeling and packaging. 
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ON 
THE CHAMPION PAPER AND FIBRE COMPANY 
| HAMILTON, OHIO 
District Sales Offices in New York, Chicago, Philadelphia, 
Detroit, St. Louis, Cincinnati, Atlanta, Dallas and San 
Francisco. Distributors in every major city. 


copies. The group of all-day 
dailies showed a combined loss of 
266,000, traced to the fact that one 
of the four newspapers in this 
group changed to evening publica- 
tion only. Their total is now 944,- 
000 copies daily. 


@ Sunday newspapers, which 
had slipped slightly in 1949 after 
a tremendous upsurge after the 
war, not only regained ground by 
adding more than 1,000,000 circula- 
tion last year but also reached 
their highest peak in history. The 
574 Sunday papers now have a 
combined circulation of 45,747,000 
Since the end of the last war, 
morning newspapers have added 
15% to their circulation, evening 
newspapers have added 17% and 
Sunday newspapers 18% 

The new 1,500-page Ayer di- 
| rectory shows that 20,644 newspa- 
pers and periodicals of all types 
|are being published in the U. S., 
| Canada, Newfoundland and U. S 
territories 

During 1950, 316 news publica- 
|tions were started and 234 sus- 
pended. The list includes 9,727 
| weekly newspapers and periodi- 
| cals. 


WCAU-TV Issues Rate Card 


WCAU-TV, Philadelphia, has 
issued Rate Card No. 6, moving 
basic Class A time to $1,200 an 
hour, as against $700 for February, 
| 1950. The station, however, pointed 
out that during that year circula- 
|; tion in the Philadelphia area had 
gone up 100%. Class A amnounce- 
| ments have been increased to $220 
| At the same time, the station re- 
classified Saturday and Sunday, 1- 
6 p.m., and Monday through Fri- 
| day, 7-7:30 p.m., periods to Class 
|B time, representing no increase 
over the last rate card. The period 
from 10:30 to 11 p.m. also has 
been reclassified as Class A time 
The new card became effective 
March 1. 


Appoints Welch Agency 

Rocky Mountain Maytag Co., 
Colorado Springs, distributor of 
Maytag appliances in six western 
states, has placed its advertising 
with Wayne Welch Inc., Denver. 
Newspapers and dealer aids will 
be used. The account was formerly 
handled through the Maytag fac- 
tory and McCann-Erickson, Chi- 
cago. 


Cramer-Krasselt Expands 

Cramer-Krasselt Co., Milwaukee 
agency, has leased an additional 
4,000 sq. ft. in its present location 
at 733 N. Van Buren St. 


Builder 
Merchandising 
That Sells Homes 


Read how PB reader Worthman 
won an advertising-merchandis- 
ing “Oscar” with sales ideas 
ranging from screw drivers to 
newspaper ads. 


“PRACTICAL 
BUILDER” 
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Audit Bureau OK 
Given to Trade 
Zone Resolution 


Directors Approve 
Plan for Speeding 
Circulation Figures 


Cuicaco, March 7—Revisions of 
city and retail trading zones will 


be postponed if publishers of pa-| 


pers concerned contest the changes, 
the board of directors of Audit Bu- 
reau of Circulations decided at its 
meeting in Rye, N. Y., last week. 

The newspaper division of the 
ABC last October adopted a reso- 
lution requesting that recom- 
mendations of the board’s city and 
retail trading zones committee be 
suspended in areas where such 
recommendations were contested. 

The trade zones committee later 
approved the resolution and rec- 
ommended that the board also ap- 
prove the move, which it did last 
week. 

Text of the board’s resolution 
reads as follows: 

“Resolved, that the request in 
the...resolution be granted and 
that the application of the recom- 
mendations of the city and retail 
trading zones committee be sus- 
pended in all contested cases until 
the statement period beginning 
Oct. 1, 1951.” 


s In contested cases, the board 
will consider a report and recom- 
mendations of a special committee 
of newspaper members before 
reaching a decision. 

In October, the board also de- 
nied the appeal of the Cleveland 
Plain Dealer, which contested the 
revised Cleveland retail trading 
zone and, in a resolution, said the 
revision would become effective 
April 1, 1951. At the meeting last 
week, the resolution was amended 
so that the revision will become 
effective with the  publisher’s 
statement for the period beginning 
April 1, 1952. 


a A rule permitting publishers to 
publicize their net paid circulation 
figures sooner than is now possible 
also was adopted by the ABC 
board last week. 

The new rule refers only to the 
data in Paragraph 8 of the pub- 
lishers’ statements filed with the 
bureau. Currently, publishers have 
30 days after the end of a period 
in which to file circulation figures. 

While some publishers file as 
early as the day following the end 
of a period, they were not able to 
publish the circulation figures un- 
til the report was cleared by the 
bureau. 

Under the new rule, publishers 
may publicly disclose average net 
paid circulation figures in Para- 
graph 8 as soon as the figures are 
filed with ABC and the bureau 
acknowledges receipt on a special 
form. 


s The rule, an addition to Chapter 
A, Article I, Section 2 (h), reads 
as follows: 

“After a publisher has filed his 
publisher’s statement or interim 
statement and its receipt has been 
acknowledged by the ABC, pub- 
lisher may publicize the figures 


| 


| EASTER PROMOTION—Julius Kayser & Co. is using this unusual four-color spread 
| in the March 12 issue of Life to introduce Sun Dance, a spring hosiery color, and 


blueberry mauve, a spring glove color. 


Additional page insertions are scheduled 


| for Harper's Bazoar, New York Times Magazine, Town & Country, The New Yorker 
| and Vogue. Cecil & Presbrey, New York, is the agency. 


San FRANcisco, March 6—Some 
$1,000,000 in California Brewers’ 
Institute funds and how they have 
been spent over a 10-year period 
held the spotlight last weekend at 
Sen. Estes Kefauver’s (D., Ky.) 
crime hearings. 

The senator sought to find con- 
crete evidence that much of the 
money had found its way into il- 
legitimate political financing. But 
he was forced to close his sessions 
here without turning up the neces- 
sary records. 

Keeper of the brewers’ funds— 
lobbyist Arthur H. Samish—stuck 
by his “fantastic” story that no 
books had been kept on the ac- 
count. 

Sen. Kefauver was 
show his amazement. 

“There must be a report to the 
Internal Revenue Bureau that half 
this money was used to advertise 
vitamins in beer or something. 
How do they check up on how this 
money was used—the $1,000,000 
that has gone into this fund over 
a period of years?” 


frank to 


es James G. Hamilton, institute 
secretary, told AA that the insti- 
tute spends no money for news- 
paper, outdoor or radio advertis- 
ing. It does publish a monthly 
magazine, West Coast Brewer. 

Mr. Hamilton’s statement con- 
flicted with testimony given at the 
committee hearings by Mr. Sam- 
ish, however. The latter said that 
the institute’s newspaper, radio 
and outdoor advertising has been 
placed through the Frank Flynn 
agency since 1948. Mr. Flynn has 
been identified as an “associate” 
of Mr. Samish’s. 

Member breweries of California Brew- 
ers’ Institute are: Acme Breweries, San 
Francisco and Los Angeles; Regal Amber 
Brewing Co., San Francisco; Lucky Lager 
Brewing Corp., San Francisco; Maier 


California Brewers’ Institute Has Spent 
$1,000,000—W here It Went Nobody Knows 


Brewing Co., Los Angeles; Rainier Brew- 
ing Co., San Francisco; Altes Brewing 
Co., San Diego; Goebel Brewing Co. of 
California, Oakland; Grace Bros. Brewing 
Co., Santa Rosa; Pacific Brewing & Malt- 
ing Co., San Jose; and San Francisco 
Brewing Corp. 


es In answering Sen. Kefauver’s 
| questions about the fund, Mr. 
| Samish began by saying: “Let me 
| explain that away”—which turned 
| out to be an unfortunate choice of 
words. 

“I don’t want it explained away,” 
snapped Sen. Kefauver. “I want 
the records. Do you have any ob- 
| jection to giving us the check- 
book?” 

The lobbyist and public rela- 
tions expert replied in a hoarse 
whisper: “I don’t keep the check- 
book. I don’t keep any records.” 

Mr. Samish then went on to ex- 
plain that the brewers’ institute 
deposits the money (collected at 
the rate of 5¢ a barrel from the 
member breweries), cisburses the 
money solely at Mr. Samish’s di- 
rection and sends the canceled 
checks to him. 

“At the month’s end,” Mr. 
Samish continued, “I reconcile the 
account with the checks at my of- 
fice. Then I destroy the checks or 
just throw them in the wastebas- 
ket.” 


@ This was considered fantastic 
by Sen. Kefauver. 

“I cannot understand why the 
checks are thrown away; why no 
books are kept,” he said. “It may 
be noted that the Internal Revenue 
Law, Section 29.54-1, requires that 
a permanent record be kept.” 

Mr. Samish’s other major clients 
include the Wholesale Liquor Dis- 
tributing Assn., Motor Carriers 
Assn., Philip Morris & Co. and 
Schenley Industries. 


in the publisher’s statement when 
released will be reported in Para- 
graph 28.” 


|@ Permission to publishers to 
| make use of the figures in Para- 
| graph 8 under thes new rule will 
be issued only on request and on 
}a special receipt form prepared 
| for this purpose. Thus it is con- 
| ceivable that publishers could re- 


publisher or business manager or 


another individual duly author-| 


ized by the publisher, plus the cir- 
culation manager or an individual 
performing his duties. 


s In addition, the board adopted 
}a rule providing that the unpaid 
| distribution as shown in Para- 
graph 8 of the business paper re- 
ports shall be set up in four clas- 


from Paragraph 8 only, provided| lease data to advertisers within | sifications as follows: 


the figures, wherever used, are|24 hours after filing with ABC) 


accompanied by the following 
qualification: 

“These figures are those filed 
under date of——with the ABC 
for the——months ending—. 
Like the figures in the publisher’s 
statement for the same period, 


when released, they are subject 
to audit by the ABC. Any differ- 
ence between the figures as filed 
by a publisher and those contained 


| (AA, March 5), though generally 
| the time lag probably will not be 
reduced that much. 

The ABC board also moved to 
facilitate the filing of publisher's 
statements. Heretofore, the state- 
ments had to be signed (and sworn 
to) by the publisher or business 
manager and the circulation man- 


ment now may be signed by the 


1. Advertisers and advertising 
| agencies. 


2. Samples to prospective adver- | 


tisers. 

3. Samples to prospective sub- 
| scribers. 

4. All other unpaid. 

The new classification will be 
optional on the statements for the 
period ending June 30, 1951, and 


the period ending Dec. 31, 1951. 


” |Ryan, New BAB Head, Outlines His 


‘No Stone Unturned’ Sales Approach 


New York, March 9—‘We are 
going to be very competitive in 
our approach at Broadcast Adver- 


| tising Bureau. BAB will not ridi-| 


| cule or attack other media, but it 
will leave no stone unturned in pre- 
senting a hard-hitting sales story 
| for radio,” William B. Ryan said 
this week in discussing his new 
assignment as president of the re- 
vitalized bureau. 

“This competition will, we hope, 
be on a gentleman's plane. Our 
first aim will be to put across the 
positive facts about radio,” he con- 
tinued. “Second, and not far be- 
hind, will be competitive informa- 
tion relating to other media. It has 
not been decided, but we may pick 
on television and newspapers first.” 

The new BAB, an outgrowth of 
the earlier bureau which started as 
a department in the National Assn. 
of Broadcasters, is set up as a 
corporation to concern itself solely 
with radio. Now in the interim 
period, with approximately 85% of 
NAB members having agreed to 
allocate a portion of their dues to 
BAB activity, eventually the bu- 
reau will operate completely inde- 
pendent of the older association, 
which numbers telecasters as well 
as broadcasters among its mem- 
bers. 


es Although named to head BAB 
in January, Mr. Ryan has been at 
his post here only a few days. The 
time in between he spent in Wash- 
ington winding up his duties as 
general manager of the NAB. 


{Evrror’s note: NAB’s new 


| name, National Assn. of Radio & 


Television Broadcasters, becomes 
official April 1.] 

The bureau’s new board of di- 
rectors held its first meeting last 
week and named Edgar Kobak, 
business consultant, former presi- 
dent of Mutual Broadcasting Sys- 
tem and owner of WTWA, Thom- 


represented on the board, includ- 
ing major networks, stations, sta- 
tion representatives and transcrip- 
tion companies. 

The next meeting of the group 
will be held in Chicago in mid- 
April, preceding the broadcasters’ 
annual convention. Between now 
and then Mr. Ryan will work with 
newly appointed committees on 
plans for the bureau. At that meet- 
ing he will report in full on pro- 
| posed strategy. Shortly after this, 
details probably will be forthcom- 
ing on the bureau's first full-dress, 
major project. 


es Meanwhile, of course, the pres- 
ent activities of the bureau, started 
by the original BAB, will continue. 
| Among these services: 
| 1. Dealer co-op cards, keeping 
| broadcasters informed as to the 
|allocation of cooperative funds 
provided by manufacturers. 
2. Retail service studies, covering 
particular categories of business. 
3. Case histories of radio usage 
| by retailers. National Retail Dry 
|Goods Assn. cooperates in this 
phase of BAB’s program. 
| 4. Retail service bulletins issued 
as a specific aid to salesmen. 

5. Personal selling by members 
of the bureau staff who make ap- 
pearances at group meetings. 

Mr. Ryan said his executive staff 


will comprise a research director, | 


general promotion director, an as- 

| sistant director for retail advertis- 
ing and an assistant director for 
national advertising. In addition 
| there will be a field staff working 
out of offices in New York, Chi- 
cago and the West Coast. 


e Hugh N. P. Higgins, who was 
named temporary director of BAB 


‘be an assistant director (Mr. Mit- 


son, Ga., as permanent chairman. | 
| All segments of the yndustry are | 


chell, director of the bureau, left 
because he failed to get the budget 
and backing he expected). Meg 
Zahrt and Lee Hart, who have been 
preparing materials relating to re- 
tail advertising, also will remain. 

One of the most important jobs 

| to be done by BAB, its new presi- 
| dent feels, is the providing of basic 
| research data for radio. 
“Much of this data has never 
| been gathered,” he said. “We know 
| that practically every home in the 
country has a radio. But what of 
| the exact details of radio’s dis- 
tribution, the nature of the families 
| by age, size, income? This is the 
kind of basic information which 
we will need. 

“When BAB gets its library of 
data collected it will naturally, as 
it should, become the place where 
advertisers, agencies and broad- 
casters will come when they need 
the latest information in reference 
to the basic facts about the medi- 
um,” he said. 


s How BAB will go about accu- 
muilating this data is a problem to 
be tackled by the research commit- 
tee, it was indicated. This long- 
term research project will not de- 
ter BAB from the immediate prob- 
lem of helping radio, whenev 
possible, to keep business comi 
in on a day-to-day basis, Mr. Ry 
emphasized. The present sales aii 
program, as mentioned earlier, wi 
be continued and intensified. 
When asked if radio was pr 
paring counter arguments agai 
recurrent demands by the Assn. 
National Advertisers and othe 
for rate decreases (advertise 
position in this respect having 
strengthened, some sources fee 


about radio rates and shouldn't 
fooling with them. The sell 
determines the price in any ind 
try, and the buyer determin 
whether or not he will buy t 
product at that price. The AN 
formula of saying when TV g 
in a home radio goes out is a 
wrong,” he added. 


@ As envisaged by its planner 
the BAB, when it gets down t 
business, will have an “operating 
budget of at least $1,000,000,” and 
will “excel in stature, competence 
and program any similar sales 
promotion activity in any other 
medium,” he said. 

Approximately 85% of NAB's 
AM members have become BAB 
members by approving the transfer 
of 30% of their NAB dues to BAB. 
Other station members will pay 
dues scaled percentage-wise ac- 
cording to their nighttime rates. 
The dues structure still is to be 
set up for national and regional 
networks, station representatives, 
| transcription companies and talent 
| agencies. There is a possibility that 
| manufacturers may be admitted to 
| membership if they wish to join. 
| 
|@ Mr. Ryan obtained his first ex- 
| perience at selling and advertising 
|in 1928 when he was appointed to 

direct sales promotion for Foster 
| & Kleiser, San Francisco outdoor 
company. Three years earlier he 
| Was graduated from the University 
|of California's college of commerce. 

Radio lured him away from the 
outdoor field in 1937 when he be- 
came sales manager of NBC's Red 
and Blue networks in San Fran- 
| cisco. After separation of the two 

networks, he remained with the 
Blue as manager of KGO. In 1943 
| he moved to Los Angeles as gen- 
|eral manager of KFI—and later 
| its sister TV station. He gave up 
| this position in May, 1950, to ac- 


ager or his counterpart. The state-| mandatory with statements for | to succeed Maurice Mitchell, will| cept the assignment of reorgan- 


izing NAB as its general manager. 
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Trailer Coach to Western 


Western Advertising Agency 
Inc., Los Angeles, has been ap- 
pointed agency for Trailer Coach 
Assn. The main campaign will 
launch “Certified Construction” 
standards, new building code for 
manufacturer members. The agen- 
cy resigned the Kit Manufacturing 
Co. account in order to take on the 
association’s advertising. Lee Oli- 
ver is account executive. 


SCREEN PROCESSED, 25 to 300... 
24 SHEET 
POST 


DVERTISING CO. 
lall WYANDOTTE 2 . KANSAS CITY, MO. 


Use Open Displays, | 
Whelan’s Head Tells 
Wholesale Druggists 


New York, March 5—Despite 
potential shortages and other mo- 
bilization problems, members of 


the Federal Wholesale Druggists | 


on cosmetics and pharmaceutical 
products during 1951 was urged as 
a primary means of building more 
retail business. 

Frank M. Head, vice-president 
of the merchandising division of 
United Cigar-Whelan Drug Corp., 
urged more open displays and in- 
creased efforts in training sales 
personnel. Pointing out that an in- 


| Assn. meeting here last week were} creasing amount of cosmetic sales | 


| optimistic about increased busi- 
ness in drug products. 

The convention marked a new) 
| high in attendance with more than | 
|300 members at the three-day | 
| meeting. In addition, representa- | 
| tives of manufacturers presented | 
a number of exhibitions of prod- | 


Increased promotional emphasis 


Obviously 


Everybody knows the magic name, 
“big yellow machines” are a familiar sight on the byways 


and highways of America . 


PHIL GIBSON, Local News Edi- 


tor .., with 29 years experience 
as newspaper reporter, column- 
ist, newscaster and news editor, 
it's obvious that Phil knows his 
Peoriarea! Peorians like their 
news fresh as their morning 
eggs, and Phil gives it to them 
quickly and accurately. 


Charles C. Caley, 
Vice President & 
General Manager 


Don D. Kynaston, 
Director of Sales 


FIRST in the 
' Heart of Illinois * 


OUTSTANDIN 


Rich Peoriareal Cu cu 


11°) PEORIA 


“Caterpillar”. The 


. . yes, and all around the 
globe from there! Obvious- 
ly, this Peoria product is 
outstanding. 

So attached to their “Cats” 
do owners and operators 
become that they oftentimes 
endow them with personal 
nicknames .. . and that's a 
tribute to the more than 
26,000 PEOPLE who build 
Caterpillar Tractors. It's 
Caterpillar PEOPLE who are 
responsible for the amazing 
Caterpillar record of per- 
formance. 

This holds in radio, too — 
and particularly at WMBD. 
The PEOPLE at WMBD have 
unmatched experience in 
the knowledge of radio pref- 
erences of Peoriarea listen- 
ers... they work as a team 
to produce the best in Pe- 
oriarea radio. 

No wonder, then, that 
WMBD so thoroughly dom- 
inates this rich, prosperous 
market! Rating after rating 
shows that WMBD reaches 
more listeners IN ANY TIME 
PERIOD than the next two 
stations COMBINED! Trib- 


ute indeed to the people at 


WMBD 


“eee 


a) 


See Free & Peters 


CBS Affiliate 
5000 Watts 


Bar, 


| Roebuck & Co., 


are going into other outlets, he 
advocated heavier sales promotion 
jas the best course for the retail 
| drug outlet. 

No serious materials shortages 
in the cosmetic field are likely this 
year, Mr. Head said. Packaging 
materials for cosmetics also will 
be sufficient during the year, he 
declared, although some shortages 
are likely in cortisone and other 
so-called “miracle” drugs, particu- 
larly in a number of antibiotics. 


No Night Telecasts 
of Baseball Likely 
for Philadelphians 


PHILADELPHIA, March 8—Tele- 
vision stations, sponsors and N. 
W. Ayer & Son, the only agency di- 
rectly involved, will hardly talk 
about nighttime television of pro- 
fessional baseball games out of 
the Quaker City this year. 

Telecasting of night games here 
is almost completely out of the 
question because of the popularity 
of Milton Berle, Stop the Music, 
Arthur Godfrey and others. 

All that the viewers of the three 
local stations, WFIL-TV, WPTZ 
and WCAU-TV, can hope for is 
that either the Phillies or the Ath- 
letics are so hot in their respective 
leagues during the coming season 
that one of the stations occasion- 
ally might pick up an evening 
game. That is, of course, if there 
are no commercial programs to in- 
terfere. 

However, all the daytime games 
at Shibe Park this year will be 
telecast, just about on the same 
schedule as last year. All three sta- 
tions will alternate. 

Sponsors again will be Atlantic 
Refining Co., Supplee-Wills-Jones 
(Sealtest) and P. Ballantine & 
Sons. The first two are Ayer ac- 
counts, and J. Walter Thompson 
Co., the Ballantine agency, also 
works through Ayer on television 
time here. 


NBP Names Harper V.P. 


Robert E. Harper has been 
named executive vice-president of 
National Business Publications 
Inc., Washington. He was former- 
ly managing director and secretary. 
NBP has added the following new 
members: Plumbing & Heating 
Journal, New York; Purchasing 
News, Detroit; Sheet Metal Work- 
er, New York; Southern States 
Beverage Journal, Coral Gables, 
Fla., and Western Industry, San 
Francisco. 


NBC Advances Two 


Walter D. Scott, former eastern 
sales manager for National Broad- 
casting Co., New York, has been 
promoted to national radio sales 
manager. Gordon H. Mills of the 
network’s sales staff has been 
named midwestern radio sales 
manager for NBC with offices in 
Chicago. He succeeds Paul Mc- 
Cluer, who resigned to join Wade 
Advertising Agency. 


Industrial Designers Elect 

Jean O. Reinecke, of Reinecke 
& Associates, Chicago, has been 
'elected chairman of the Chicago 
section of the Society of Industrial 
Designers. Carl Bjorncrantz, in 
charge of product design for Sears, 
has been named 
secretary-treasurer. 


Celanese Presents Wendy 


Celanese Corp. of America, New 
York, is sponsoring a new 15-min- 
ute interview program with Wendy 
Barrie over WJZ-TV, New York, 
Friday at 8:15 p.m., EST. Elling- 
ton & Co. is the agency. 
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Earnings of Advertisers 


SHARE 
SALES EARNINGS EARNINGS 

COMPANY 1950 1949 1950 194) 

Admiral Corp. $230,397,661 $112,004,251 § 18, tal > $ 8, 7 4 $9.73 $ 4.26 

| Allied Products Corp. 11,409,401 8,252,060 3.82 2.99 
American Can Co. 555,254,576 468,390,518 34. 334. aH 27,683,690 12.68 10.02 
American Tobacco Co. 871,621,130 858,996,089 41,732,716 45,675,154 7.17 7.90 
Armstrong Cork Co. 186,766,670 163,323,948 23,605,658 16,818,494 8.13 6.57 
Artioom Carpet Co. 18,138,946 11,552,923 653,96 29,771 2.08 -09 
Avco Mfg. Co. 256,966,971 137,398,554 *12, — 633 4,150,466 165 a 
Berghoff Brewing Corp. 5,375,396 6,549,202 7,508 51055 —— 17 
Brown & Bige' 39,319,757 36,059,855 2, oi: 201 2,909,517 2.22 2.21 
Budd Co. 290,409,538 266,633,612 18,425,800 14,808,116 5.10 4.05 
Carrier Corp. 70,218,500 43,779,376 3,948,652 1,315,844 5.74 184 
Chrysler Corp. 2,190,693,425 2,084,602,547 127,876,791 132,170,096 1469 15.19 
Cluett, Peabody & Co. 78,290,820 76,619,441 5,685,714 12,232,119 7.08 2.24 
Coca-Cola Co. 31,826,782 37,790,927 7.41 8.76 
Coleman Co. 33,800,000 23,881,000 600,000 1,117,004 8.80 2.59 
Congoleum-Nairn Inc. 48,790,139 3,062,762 4,084,022 3,782,516 3.28 3.04 
Consolidated Vultee Aircraft 

Corp. 255,860,703 196,561,202 10,241,644 3,713,156 4.3% 1.60 
Container Corp. 154,841,198 114,770,627 12,016,626 8,777,328 5.87 4.23 
Continental Can Co. 397,863,767  331,495,1 14,873,1 12,350, 4.53 3.73 
Cream of Wheat Corp. 9,400,019 9,282 1,366,798 1,451,467 2.28 2.42 
Crucible Steel of 

America 147,705,000 99,393,228 6,311,254 1,352,765 9.73 4.35 
Davenport Hosiery Mills 8,573,369 7,839,432 1,030,644 1,071,672 6.02 6.26 
Dixie Cup Co. 29,328,490 23,163,114 2,914,554 1,953,443 12.18 7.44 
Douglas Aircraft Co. 129,892,551 117,421,954 7,214,440 5,516,7! 12.02 9.19 
Easy Washing Machine 

Corp. 35,201,440 790, 2,804,152 1,627,115 5.61 3.25 
Eaton Mfg. Co. 148,302,045 102,227,612 12,722,734 8,259,530 7.10 461 
Ekco Products Co. 31,552,918 23,772,000 2,885,688 1,776,965 3.30 190 
Fairbanks, Morse & Co. 85,423,869 77,650,060 3,840,247 3,416,427 6.40 5.70 
Florence Stove Co. 33,904,221 ,625,1 1,510,567 704,117 4.3% 2.03 
General Motors Co. 7,531,086,284 5,700,835,141 834,044,039 656,434,232 9.35 7.32 
Glenmore Distillers 

Corp. 57,299,332 47,409,664 3,719,347 2,703,356 3. 2. 
B. F. Goodrich Co. 543,312,294 387,918,386 34,708,355 20,935,738 2419 14.36 
Hazel-Atlas Glass Co. 64,388,673 771, 3,604,443 3,977,449 1.66 183 
Harnischfeger Corp. 42,234,961 35,070,795 1,966,667 1,929,986 6.63 6.50 
Hart Schaffner & Marx 59,257,388 57,773,088 1,647,733 1,568,028 4.65 4.42 
G. Heileman Brewing Co. 12,696,559 12,161,898 1,630,683 1,660,024 3.62 3.69 
International Business 

Machines Corp. 214,916,716 183,464,706 33,301,308 33,277,332 12.05 12.04 
Jewel Tea Co. 188,688,928 168,787,620 4,313,089 4,171,929 7.16 6.93 
Lehigh Portland Cement 

Co. 44,312,434 40,997,217 6,553,702 6,337,111 6.89 6.67 
Link Belt Co. 83,176,875 88,182,558 8,856,675 7,976,597 10.42 9.73 
P. Lorillard Co. 167,936,931 153,500,123 6,737,768 6,824,133 2.69 2.73 
Minneapolis-Honeywell 

Regulator Co. sy 281,673 72,754,599 12,500,656 8,021, 4.78 3.02 
Mullins Corp. 59,644,448 262 5,429,266 2,900,635 4.39 2.35 
McCrory Stores Corp. 98,665,602 95,767,297 5,265,180 4,831,191 2.75 2.50 
National Automotive 

Fibres 76,053,409 64,540,533 4,779,025 4,416,675 4.80 443 
National Gypsum Co. 75,990,039 59,439,883 9,286,528 5.836,707 4.19 2.57 
National Tea Co. 315,218,947 274,332,677 5,214,563 4,571,935 3.31 289 
Nesco Inc. 19,026,561 15,272,830 591,306 128.4 129 28 
Niles-Bement-Pond Co. 26,288,233 21,030,907 1,754,515 990,212 2.22 1.25 
Pacific Mills 128,597,002 98,807,948 6,127,055 3,806,194 6.39 4.16 
Chas. Pfizer & Co. 60,831,151 47,553,337 9,940,521 7,845, 6.60 5.18 
— S ~, 299,880,683 263,388,206 30,329,084 26,977,116 7.06 6.22 

jadio Corp. o 

America 586,393,000 397,259,000 46,250,000 25,144,000 3.10 1538 
Regal Shoe Co. 582,781 8,902,270 428,628 251,098 84 49 
Reo Motors Inc. 663,282 23,242,960 2,142,309 1,968,316" ed 
Jacob Ruppert Brewer 19,237,157 604,045 1,610,379" 1,662,465° se 
St. Regis Paper Co. 154,789, 127,335,591 11,623,744 5,478,203 2.10 -90 
Scott Paper Co. 97,724,407 83,599,960 7,195,171 5,626,603 3.89 3.03 
Scovill Mfy. Co. 112,210,295 74,704,236 7,119,510 1,916,127 5.48 120 
Seiberling Rubber Co. 38,321,1 25,338,774 2,315,560 359,351 5.26 199 
Standard Oil Co. (Ind.) 1,268,243,419 1,125.411,841 123,581,477 102,668,228 8.09 6.72 
Sun Chemical Corp. 38,612,132 35,497,755 2,342,156 1,499,041 1.88 118 
Timken Roller Bearing es 

Co. 144,954,617 99,437,803 15,402,720 3,530,617 6.36 146 
Union Carbide & Carbon 

. 758,253,539 585,781,441 124,111,851 92,210,192 4.30 3.20 
United-Carr Fastener 

Dp. 34,613,841 23,277,287 3,509,080 2,203,291 5.75 tt3.61 
U.S. Playing Card Co. 21,293,514 18,623,156 2,462,161 2,221,003 6.38 5.76 
Van Raalte Co. 29,014,395 25,771,796 2,782,888 1,962,160 5.98 4.21 
Western Auto Supply Co. 

(Missouri) 156,093,143 125,432,312 6,842,292 3,758,237 9.11 5.00 
Western Electric Co. 758,063,750 858,190,761 38,646,951 42,565,511 3.68 4.05 
Westinghouse Electric 

Corp. 1,019,923,051 945,699,382 77,922,944 67,268,555 5.36 4.95 
Worthington Pump & 

Machinery Corp. 82,955,423 88,843,553 5,909,229 5,357,054 5.70 5.11 
*Includes Avco's equity in the earnings of the for-) “Loss. 


mer Bendix Home Appliances for the three months 
beginning Sept. 1, 1950. 

tIncludes refund of 1941 federal income taxes. 
{pAdiustes for the two-for-one stock split in April, | 


950. 
Adjusted to reflect two-for-one stock split Dec. 
20, 1950. 


Based on common shares which will be out- 
Standing after the 10° stock dividend paid March 
1, 1951. 

Exclusive of prior years’ credit of $230,417. 

Net loss after allowing for income tax carry- 


| backs. 


Four Name Mogge-Privett 
Mogge-Privett Inc., Los Angeles, 
has been named to handle the ad- 
vertising of Grid-L-Redi Distribut- 
ing Co., Los Angeles; Reddi-Wip 
Mfg. Co., Los Angeles; Northern 
Reddi-Whip, Berkeley, Cal., and 
Arizona Reddi-Whip, Phoenix. 
Grid-L-Redi, a ready-mixed pan- 
cake batter, is now being intro- 
duced in southern California. 


Miami Has 55,000 TV Sets 
As of March 1, the estimated 


number of television sets installed | 
in the Miami, Fla., area was 55,000. | 


Of this total 3,830 are located in 
public places. These figures are 
based on continuing distributor 
and dealer surveys. 


Fount-whip Appoints Gelula 

Fount-whip Inc., St. Louis, man- 
ufacturer of a new whipped cream 
product in a stainless steel dis- 
penser for fountain and restaurant 
use, has placed its advertising with 
Abner J. Gelula & Associates, Phil- 
adelphia. Trade publications, di- 
rect mail and point of sale dis- 
play will be used 


NEED PHOTOGRAPHS ? Bee 


Over 20 million negatives In photo files of 
hundreds of gov't ogencies and other Wash- 
ington sources avoilable for search. Uni- 
versal subject range. Explain needs fully. 
We will search and send 8 x 10 glossies on 
5 doy approval. Search fees due if any 
used, $15. for first picture retained; $6 
each additi 3 picture mi a 
wire, Washington Commercial , Dept. ®. 

1200 Fifteenth St., N.W., Weshinaten 3° D.C. 


‘MATRIX. COMPANY 


$17 SOUTH 


JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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Along the Media Path 


e In the past few weeks, the 
Houston Chronicle has collected 
awards for outstanding news 
stories, food feature material and 
comics. The Chronicle won two 
first prizes and two honorable 
mentions in the Texas Associated 
Press managing editors’ news con- 
test for 1950. 

In addition, Jeanne Barnes, food 
editor of the paper, 
distinguished service award for 


her food reporting from the Dairy | 


Products Institute of Texas. And 
Freedoms Foundation Inc., Valley 
Forge, Pa., presented awards to 
the authors of two comics which 
run in the Chronicle. 


e@ The March issue of Progressive 
Farmer is the largest issue—in 
both advertising linage and reve- 


nue—ever published by the 65-| 


year-old magazine. 


e@ Latest in the series of Time's 
research reports cover “Trans- 
oceanic Steamship Passengers,” 
“Young Engineers” and “Freight 
& Industrial Site Prospects of the 
Baltimore & Ohio Railroad.” 
Copies are available. 


e Holiday this month celebrates 
its fifth anniversary. 


e@ With its March issue, Country 
Gentleman joined the select list 
of magazines which have carried 
$1,000,000 in advertising in a 
single issue. A total of 508 adver- 
tisers placed 589 ads in the March 
issue. Revenue was $1,000,478. Ac- 
cording to Curtis Publishing Co., 
only ten other magazines ever have 
passed the $1,000,000-mark in a 
single issue. 


e@ On Feb. 21, the Washington 
Star published its second largest 
regular edition, with 241,706 lines 
of advertising in the 116-page is- 
sue. Local display ads for Wash- 
ington’s birthday specials ac- 
counted for most of the copy. 


e@ Newsweek's net paid circulation 
for the last six months of 1950 was 
837,390, highest in history and 9% 
above the guarantee. 


e@ Prairie Farmer has compiled 


received a) 


some of its “success stories” in a 
new four-page promotion piece, 
just released. 


e@ Interviews conducted by Alfred 
Politz Research Inc. are the basis 
| for Life’s new study of the buyer 
| potential represented by a 13-issue 
| cumulative audience of the maga- 
zine. The 50-page report covers 
automotive, home equipment, ap- 
parel, food, beverage and other 
classifications. 
The new report, available from 
the research department of the 
| publication, is designed as a sup- 


| plement to Life’s accumulative 
|audience study, published last 
year. 


e@ American University, 
Hopkins University, Temple Uni- 
versity, the U. S. Office of Educa- 
tion and Station WAAM, Balti- 


regional television seminar next 
year as a result of the success of 
the first “career opportunities in 
television conference” at the TV 
station in mid-February. Included 
on the seminar program were out- 
standing representatives of all 
branches of the industry. 


e@ The Citizen and Times, Ashe- 
ville, N. C., published spring fash- 
ion sections Feb. 23 containing 26,- 
100 lines of soft goods advertising. 


following the papers’ spring fash- 
ion show, which attracted more 
than 2,000 persons. 


e “Latest baby from the Ameri- 
can Broadcasting Co. spot sales 
promotion department,” says ABC, 
is a folder containing program 
listings for Stations WJZ, KGO, 
KECA, WENR, WXYZ and WMAL. 
Copies are available from ABC 
Spot Sales. 


|@ The Washington Post wants to 
| know how it can dispose of 616 
| dress hangers. Seems that the pa- 
| per conducted a sewing contest (a 
national contest with local news- 
paper sponsorship) and had 616 
entries. The Post was seventh in 
circulation among 14 of the parti- 
cipating newspapers, but was sec- 


Outdoor’s got sales-power! 


CHRYSLER x é 


SEE YOUR CHRYSLER PLYMOUTH DEAL 


General Ourdoor Adv Co 


COVERAGE. When Chrysler an- 
nounces a mighty new engine, it's 
only natural they choose Outdoor 
...a mighty medium! For nearly 
all who go outdoors, see Outdoor 
Advertising. And they see it not 
once, but over and over again. 
When you want to reach more 


people, more often, for less money 
...use GOA Sales-Power. Gen- 
eral Outdoor Advertising Co., 515 
Loomis St., Chicago 7, IIL. 


®Covers 1400 * 
leading cities q 
and towns 


more, have scheduled a second | 


The sections included many local | 
photographs and appeared the day | 


| 


SUN-TIMES 


SHE ROLLS HER EYES—The swing ond 
sway of Chicago's elevated trains 
provide the motive power for this new 
car card eye-catcher boosting the Chicago 
Sun-Times. The eyes ore affixed to a 
pendulum behind the card. 


ond among the 14 in the number of 
entries received. The entries were | 
returned but the Post still has 616 
unused hangers. 


Johns , 


e Fairchild Publications has is- 
sued a new history of the garment | 
industry from 1900 to 1950. Titled 
“The Ready-to-Wear Industry,” 
the book reviews production meth-| 
ods and sales of women’s garments 
and the industry’s progress and re- 
verses during the past half century. 
The volume contains 32 pages and 
is priced at $2. 


e@ Post Exchange celebrates its 
tenth anniversary with the April 
issue. 


e Station WCAU, Philadelphia, is 
building a modern new radio and 
television “city” on a ten-acre site 
just outside the business district 
on U.S. Route 1. The building will 
have three floors, with nine studios 
on the main floor. Executive, en- 
gineering, sales and promotion of- 
fices will be located on the second 
floor. The station plans to originate 
more network shows from its new 
studios. 


e@ The Seattle Times has notified 
agencies and advertisers that it is 
now forced to limit advertising to 
80% of the space used during cor- 
responding months last year. A re- 
duction in the paper’s newsprint 
allotment is responsible for the de- 
| cision, although the Times hopes 
to buy additional newsprint on the 
spot market. 


e The March Mayfair, 80 pages 
long, marks “the first time that a 
fashion magazine has devoted an 
entire issue to one city: Miami- 
Miami Beach.” 


Blackstone Cigars to Use 
Newspapers and Video 

Waitt & Bond, Newark, will 
break a combination newspaper 
and television campaign for 
Blackstone cigars early next 
month. One-minute and 20-second 
TV spots will be used on approxi- 
mately four New England stations. 

The newspaper schedule will 
include papers in New York and 
Pennsylvania as well as in New 
England. This copy will feature 
Blackstone and Yankee cigars. 
Harry B. Cohen Advertising Co. is 
handling the drive. 


Northwest Council Adds § 


Northwest Council of Advertis- 
ing Agencies, Minneapolis, has 
added the following agencies to 
its membership since the first of 
the year: Richard H. Brady Co., 
Stevens Point, Wis.; Fred Fadel! 
& Associates, Minneapolis; Ray C. 
Jenkins Advertising Agency, 
Minneapolis; Palmer Refsdal 
Agency, Minneapolis, and Simons 
ans Agency, Grand Forks, 


| 


_Manhattan Shifts Shows 


Manhattan Soap Co., New York, 
will drop its current daytime se- 
rial, “We Love and Learn,” in fa- 
vor of a new Carlton Morse series, 

|“The Woman in My House,” as of | 

March 26. Time is Monday through 
Friday at 1:45 p.m., EST, on NBC. 
| Duane Jones Co. is the agency. 


Coopers Has Selling Film , 


Coopers Inc., Kenosha, Wis.,| 
manufacturer of men’s underwear 
and hosiery, is making available 
on a loan basis to interested groups, 
prints of its new 24-minute sound 
film which dramatizes the essen- 
tial steps in selling and covers the 
practical methods of developing| 
potentially valuable retail sales 
personnel. The film, “All I Can 
Do,” produced by Wilding Picture} 
Productions Inc., Chicago, can be 
obtained from Coopers’ sales pro- 
motion department 


Chilton Appoints Kiefer 


Chilton Co., publisher of Depart- 
ment Store Economist, New York, 
has named Frank X. Kiefer, for- 
merly assistant advertising man- 
ager of the Bakelite division of 
Union Carbide & Carbon Corp., as 
editor of the publication. 


Mergenthaler Opens Oftice 

Mergenthaler Linotype Co., 
Brooklyn, has opened a new Lino- 
type office at 2536 St. Clair Ave., 
Cleveland, headed by Charles J. 
Borntraeger, with William J. But- 
ler in charge of sales. 


Columbia Loses Two Shows 


Nash-Kelvinator Corp., Detroit, 
will discontinue “Nash Airflyte 
Theater” (CBS-TV) after the 
show of March 15. Geyer, Newell 
& Ganger services this account. 
Another cancellation came from 
Carnation Co., Los Angeles, which 
has dropped “Family Party,” 
broadcast over CBS (AM) on Sat- 
urday nights, as of March 24. Er- 
win, Wasey & Co. is the agency for 
this show. 


Joins Sherman & Marquette 
Samuel H. Weber, formerly 
secretary of the plans board at J. 
Walter Thompson Co. has been 
named manager of the production 
department of Sherman & Mar- 
quette, New York. 
ON QUANTITY COLOR PRINTS 


SAV AND DUPLICATE TRANSPARENCIES 


Quality approaching finest Carbros and Kodachromes 
at fraction the cost Ideal for displays, sales manuals. 
dupheate art. Exact reproduction of color 


service every- 
where. Send for Price List and data Satisfaction 
guaranteed 


AD-COLOR CORP. ese s.acroye partway, Pasadons |, Cait 


Night-time’s the Right time 


for Baseball in Chicago’s Comiskey Park 
— home of the White Sox 


and WCFL's the Right Spot 
on the Dial for White Sox 


Night Games 


this Summer 


—another important addition to 
WCFL's gilt-edge sports programming 


WCFL—The Voice of Labor 


666 Lake Shore Drive 
1000 on 


* Chicago 16, Illinois 
the Dial 
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YOUR ADVERTISING 
DOLLAR - 


Reach Almost 20,000* Men 
Who Buy for Largest Pack-| 
aging Circulation at the} 
Lowest’ Per-Reader Cost!! 


@ Sure—packaging helps the merchan- 
dising and sale of all products; but don't 
forget that packaging is PRODUCTION, 
too! PACKAGING SYSTEMS Magazine fea- | 
tures articles on NEW machines, NEW | 
materials, NEW production methods— | 
written with the “Plont Slont.” 


@ Reach the men who hove the BIG | 
VOICE in BUYING and SPECIFYING. These | 
ore the men who USE the equipment and 
materials YOU SELL. These are the men 
who read and STUDY this magazine's arti | 
cles and ADVERTISING in earning their 
living. And YOU CAN REACH 20,000 of 
THEM—INFLUENCE THEIR THINKING ond 
YOUR SALES—AT THE LOWEST PER., 
READER RATE IN THE PACKAGING-PUB- 


| USHING FIELD! 


WRITE TODAY for a new FACT | 


’ SHEET that shows and PROVES 


that Packaging Systems Magazine 
reaches farther, covers MORE of | 
your prospects, hits them harder, 
for fewer dollars, than any other 
magazine in the packaging-publish- | 


/ ing field! 


and NOW... 


HERE'S THE BIGGEST DOLLAR | 
STRETCHING OPPORTUNITY EVER | 
OFFERED — | 
REACH OVER 25,000 READERSt | 
EVERY ADVERTISEMENT APPEAR- | 
ING IN APRIL ISSUE (Packaging | 
Show Number) WILL BE REPRINTED 
WITHOUT CHARGE IN THE PACK- 
AGING SHOW DIRECTORY* 


| bane of the industry. . .many other 


*Directory is a separate publication | 
free and apart from the magazine. | 


+Combined circulation of the mago- | 
zine and the directory. 


Visit us at booth +730 
National Packaging Show 
—AtlanticCity—Apr. 17-20, 


PACKAGING SYSTEMS 
ADDRESS INQUIRIES TO: 
648.A Bruce St. 

Ridgefield, N. J 
MOrsemere 6.8426 
WESTERN REPRESENTATIVES: 
DUNCAN A. SCOTT & CO 

Mills Building 2978 Wilshire Bivd. 


Sen Francisco 4, Cal. Los Angeles 5, Col. 
GArfield 1-7951 DUnkirk 8-4151 


aati ‘CCA| —— 


Nielsen Scorns Use of the Yardstick 


| 
| 
| 
| 
| 


When It Comes to Measuring Ratings 


| 


(Continued from Page 1) “The coincidental system (tele- 
‘agree on the reading of their in-| phone, diary, or set attachment) 
struments so they navigated by provides an accurate method of re- 
‘average.’ They got across but by a flecting an absolute of what is 
rather devious route. As a matter, being seen or heard coincident 
of fact, the extreme rather than) with the conducting of the survey 
the average might be correct. And —a ‘rating.’ . 
then it might not.” “The recall method provides | 
essential, factual information) 
e Mr. Nielsen explained that his| about the habits, purchases, preju- | 
suggestions were based on “six! dices and preferences of the family. 
years and well over $1,000,000| Recall methods isolate facts after 
spent making just such simultan- they have occurred, whether that} 
eous tests of various techniques”| be days, hours or years earlier. | 
as have been proposed by the test The coincidental method by its} 
committee. Nielsen Co. made its nature does not satisfactorily pro- 


}; one 


|tion provided 


| nouncements.” 


own studies prior to the launching 
of the Audimeter measurement of | 
radio’s audiences. | 

The researcher continued: 

“One of the committee’s recom- 
mendations is to compare the re- 
sults of various research services 
in the same cities. Whatever the 
purpose may be, one of the results 
will undoubtedly be to _ invite 
people to score the various services 
on the ‘average’ basis, despite the 
lack of any research or statistical 
justification for doing so 

“Does this mean that the relative 
ability of various techniques to 
provide accurate findings cannot 
be determined? Not at all. In the 
search for some ‘scientific’ evalu- 
ator, we should not lose sight of 
common sense and clear thinking 
as guides. One need but list all 
possible sources of error and then 
examine each technique in terms 
of the sources of error which are 
inherent in it.” 


e Mr. Nielsen specifically offered 
three criteria for weighing the 
relative merits of broadcast audi- 
ence measurement services: 

1. Which technique provides the 
most accurate information? 

2. Is the information project- 
able? “For regardless of the accu- 
racy of the information from any 
home, unless the technique 
can be applied to a true cross-sec- 
tion of all U. S. homes, the infor- 
mation is either non-projectable 
or projectable to only a limited 
area.” 

3. Amount and kind of informa- 
“Ratings are not 
enough. Ratingitis has been the 


types of information are also 
important [as are] weekly or 
monthly cumulative audience, the 
duplication of audience between 
two or more programs, the kinds 
of families (by economic status, | 
family size and other buying fac- | 
tors) which the advertiser reaches | 
with a given program, the number | 
of families who hear the commer-| 
cial announcements or who are! 
reached by a campaign of spot an- | 


TELE-QUE’S SEELYE | 


DISAGREES WITH BREYER | 


Los ANGELES, March 7—Release 
of the report of the test committee 
for radio-TV research prompted 
Coffin, Cooper & Clay, publisher | 
of Tele-Que ratings, to write an} 
open letter to Stanley Breyer of 
KJBS, San Francisco, who first 
issued a formal call for a research 
showdown. 

“Apparently the long-awaited 
survey committee report is com- 
pleted, so we no longer feel re- 
strained from saying what should 
have been said when the issue of 
aided recall vs. telephone coinci- 
dental was first raised,” the letter, 
signed by Robert J. Seelye, direc- 
tor of the San Francisco office of 
Coffin, Cooper & Clay, said. Point- 
ing out that Tele-Que can provide 
either service, he wrote: 


@ “Discrepancies exist in the rat- 
ing figures of aided recall as com- 
pared to coincidental because: 


vide this service.” 

The confusion, Mr. Seelye feels, 
occurs when “one method attempts 
to perform a service that should 
be performed by the other.” 


G. Krueger Budget 
Up to $1,350,000 


Newark, N. J., March 7—G. 
Krueger Brewing Co. is launch- 
ing this week a $1,350,000 advertis- 
ing campaign, largest in the 93- 
year history of the brewery, fea- 
turing its Finest beer and ale. 

Between 65 and 70 newspapers 
will carry 600 lines to full pages 
weekly; 25 to 30 radio stations will 
broadcast one-minute, 20-second, 
and 15-second spots; and about 15 
outdoor plants will carry 24-sheet 
posters. Full pages also will be 
used in Cue and The New Yorker. 
Coverage will be from Maine to 
Georgia. 

Newspaper and radio advertis- 
ing have started in Connecticut. 
Metropolitan New York and New 
Jersey will follow later this month. 
Other New England, New York 
and southern cities will be added 
in April. The campaign will con- 
tinue for the remainder of the 
year. 


es Separate campaigns will be car- 
ried on simultaneously for beer 
and ale, and both will feature two 
extra brewing steps said to be ex- 


NEWSPAPER STORY—"The pause” is enjoyed during the 32nd annual meeting of 

the Northwest Daily Press Assn. by Walter K. Michelson, publisher of the Journal, 

New Ulm, Minn., newly elected president of the group; Robert B. Healey, Minne- 

apolis division manager, Western Coca-Cola Co.; and Edgar S. Bayol, press counsel, 

Coca-Cola Co. Mr. Bayo! p ted “The paper as an advertising medium for 
Coca-Cola” at the Minneapolis meeting. 


clusive with Krueger in this area. 

The campaign is being handled 
by Chas. Dallas Reach Co. here, 
and is being supervised by An- 
drew M. Schmidt, until recently 
assistant to the executive vice- 
president and sales manager of 
John F. Trommer Inc., Brooklyn, 
N. Y., brewery, which was bought! 
by Piel Bros. last month (AA, | 
Feb. 2). Before joining Trommer, | 
Mr. Schmidt was sales and adver-' 
tising manager and assistant to 
the president of Hoffman Bever- | 
age Co. here until that organiza- 
tion was purchased by Pabst Sales 
Co. of Chicago in December, 1945 


| 
} 


Holst & Cummings Agency 
Adds Myers to Its Name 

Holst & Cummings Ltd., Hono- 
lulu and San Francisco agency, has 
changed its name to Holst & 
Cummings & My- 
ers Ltd. Lloyd B. 


Myers, whose 
name has been 
added to the 


agency’s name, 
will continue to 
be in charge of 
the San Fran- 
cisco office, a 
position he has 
held for three 
years. 

John Macleay, 
formerly on the 
copy staff of Joseph R. Gerber Co., 
Portland, Ore., has joined the San 
Francisco office of Holst & 
Cummings & Myers in a similar 
capacity. Kresky Mfg. Co., Peta- 
luma, Cal., producer of Kresky oil 
floor furnaces, has named the 
agency to handle its advertising. 
Magazines, trade publications, 
regional newspapers, direct mail 
and point of purchase material 
will be used. 


Lloyd B. Myers 


WE PROVED! 


Full color Three 
Dimensional Displays 


SELL MORE 


Complete lited displays — Can show motion — Magic of depth 


ewe NEW!!! 
PLASTIFORM — 


rw 

The new Plasti-Form sign — with its full color and three dimensional 
effect — adapts itself to practically every use. Can be used asa 
lited display — or as is. Low in price —less than $1 each in 
quantities — high in proven results! Provides powerful impact at 
point of sale. 


WE MAKE ORIGINAL COLOR TRANSPARENCIES 
AGENCY AND DISPLAY COMPANIES 
INQUIRIES INVITED 


5 E. Erie St. 


BOND DISPLAYS INC. .::.::*. 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings wwe. 


207 North Michigan, Chicago 
FRanklin 2-5854 
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Hooper Proposes 
Co-op Industry 
Rating Bureau 


(Continued from Page 1) 
set up in one locality (metropolitan 
area) at a time, paid for by sta- 
tions and networks by flat charge 


and advertisers in form of per cent | 


added to TV and AM time bill...” 
3. “Each advertiser, station and 
participating agency and network 
to be mailed complete audience 
size report the next day.” 
Qualitative analysis, it was 
stated, should provide, within sev- 
en days after broadcast, the fol-| 
lowing: frequency of listening; 
duplication between programs; 
flow of audience; size and income 
of families in audience; cumulative | 
audience, and commercial vs. tal-| 


ent audience. 


@ The Hooperecorder method, the | 
researcher said, will be many times 
less expensive—once the cost of 
installation has been covered— 
than telephone coincidental. 

“The cost of the setup, though it 
involves low-price equipment, will 
be high initially—as when any 
mechanized operation replaces a 
manual operation. But by compar- 
ison with the Audimeter, which is 
said to cost $400 per sample home, 
the Hooperecorder home equip- 
ment cost is roughly $40 per one-| 
set home, $60 per multiple-set| 
home. Likewise the _ tabulation 
equipment is nominal in cost com- 
pared with anything we ever heard 
described as necessary to Audi- 
meter result tabulation.” | 

If present major Hooper sub-! 
scribers, paying at their current 
rates, would agree to do so, “this 
automatic measurement can be ini- 
tially financed on a wide base out | 
of participation in existing stand- 
ard Hooper services.” 


es Mr. Hooper assured the industry | 
that his contract with A. C. Nielsen 
Co., negotiated a year ago when 
Nielsen bought Hooper's national 
and Pacific regional services, 
would not prevent the Hooper 
company from participating in the | 
project as outlined. 

The Hooper company, he said,| 
which will be “unrestricted” in the | 
publishing of regional reports after 
Feb. 18, 1952, meanwhile can issue | 
up to three. This is as many as 
could be set up in that time any- 
way, he suggested. 

“Three years and eleven months | 
after the scheduled ANA conven-| 
tion, C. E. Hooper Inc. will be free 
to produce and issue national net- 
work ratings by any method it! 
chooses, and more to the point, we | 
estimate that the task of reorganiz- | 
ing and merchandising each region | 
will have been completed by then, | 
but not sooner than then, namely, | 
not before Feb. 28, 1955,” Mr.| 
Hooper stated. 


Ascap to Negotiate | 
Licenses Individually 
with TV Stations 

New York, March 8—Negotia- | 
tions with an industry committee 
having failed to produce results, 
American Society of Composers, 
Authors and Publishers this week 
mailed suggested license forms to 
television stations. 

Stations are given their choice! 
of a per-program or blanket li- 
cense. The latter is pretty general 
in radio and has been adopted by 
ABC-TV, CBS-TV and NBC-TV 
and their owned and operated 
video outlets. (Blanket scale for 
radio is 2%4% of time sales for net- 
works, 2% % of time sales for sta- 
tions. TV’s rate is somewhat 
higher.) 

The rest of the television indus- 


| general advertiser needs equal to or even slightly in excess of 1950 


Last Minute News Flashes 


BofA’s Ecclesine to Head ‘Look’s’ Promotion 


New York, March 9—Ridge Hughes, in charge of Look’s adver- 
tising promotion, has resigned that post and will be succeeded by 
Joseph E. Ecclesine, who is leaving the Bureau of Advertising, where 
he was assistant promotion manager. Norbert Hofman Jr., formerly 
promotion manager of Flair, has been named assistant promotion man- 


ager of Cowles Magazines. Doris Doland, managing editor of Tide, | 


is quitting to become manager of public relations for Cowles Maga- 
zines, beginning March 19. 


No Restrictions on Newspaper Ads, Study Shows 
Cuicaco, March 9—Only two of 1,031 newspapers studied by the Chi- 
cago chapter of American Assn. of Newspaper Representatives is now 
| restricting space due to newsprint shortage, the chapter disclosed today 
| Six others are accepting all space but requiring a three to five-day 
| leeway. Excepting these eight instances, the chapter said, “newsprint 
| in inventory and on order is reputed to be sufficient to accommodate 


volume.” 


General Foods Sets 1,000-Line Ads for New Pudding 


New York, March 9—General Foods Corp. will break 1,000-line 
newspaper ads in all cities of more than 50,000 late this month, to 
introduce its new Jello lemon pudding and pie filling. Magazine ads, 
to run the remainder of the year, start in April in Better Homes & 
Gardens, Family Circle, Household, Look, Woman’s Day and Woman’s 
Home Companion. The company’s “Aldrich Family” and Bert Parks 
programs will be used on TV, and its “Portia Faces Life” and “Aldrich 
Family” programs on radio also will feature the new product. Young 
& Rubicam is the agency. 


Hilton & Riggio Names Horton V. P. 

New York, March 9—A. Harris Horton, formerly with Lennen & 
Mitchell and Abbott Kimball Co., has joined Hilton & Riggio as vice- 
president. 


Enthoven Succeeds Kawaller for Nestle 

New York, March 9—Grahame Enthoven, formerly with Federal 
Advertising Agency, will replace Seymour I. Kawaller as advertising 
manager of the Nestle-LeMur Co., effective March 15. 


Field’s Retail to Calkins; Other Late News 


e Marshall Field & Co., Chicago, has appointed the Chicago office 
of Calkins & Holden, Carlock, McClinton & Smith to handle the account 
of its retail store. The agency’s New York office already handles ad- 
vertising of Fieldcrest Mills, a division of the company. Foote, Cone 
& Belding formerly serviced the retail store. 

e Gene Murray, formerly with Kudner Agency, has joined Grey 
Advertising, New York, as an art director. Salvatore A. Lodico, 
previously with Esquire, has joined the agency’s art staff. 

e Thurman L. Barnard, executive vice-president of Compton Adver- 
tising, has been granted a six-month leave of absence to devote full 
time to the State Department's information service, as consultant or 
deputy for special projects. 

e Garth Montgomery, television director for the agency, has been 
named vice-president and radio and television director of Kenyon & 
Eckhardt, replacing William A. Chalmers, who has resigned. 

e James A. Shipiey, formerly with Fairchild Publications in Chicago, 
will join McGraw-Hill International Corp.’s Chicago office March 16, 
as an advertising salesman for American Automobile (overseas edi- 
tion), El Automovil Americano, Pharmacy International and El Farma- 
ceutico. He will work in conjunction with John F. Gomez, and replaces 
James H. Cash, who becomes a Chicago sales representative for 
Electrical Merchandising, domestic McGraw-Hill publication. 

e Bill Burke, formerly associated with Kraft Foods Co. and Phenix 
Pabst-Ett Co., has joined Storecast Corp. of America, as merchandising 
field representative in southern New England. 

e Arnold Gingrich, formerly general manager of defunct Flair maga- 
zine and vice-president of Cowles Magazines, has been appointed 
administrative assistant to William H. Weintraub, president of the 
agency of the same name. When Esquire was started in 1933, Mr. 
Weintraub was publisher and Mr. Gingrich was editor. 


| vision stations here. 


transcribed music on radio and 


try has been operating on interim 
licenses. It is these telecasters kinescoped shows on television. 
which Ascap now asks to accept a Major point of disagreement, how- 
more permanent arrangement. ever, is said to be a money matter. 
Their choice may be one form of The union asked for a 20% wage 
license or another, no Ascap mu- increase; the industry offered 10%. 
sic, or recourse to the courts to | 
determine the fee for the society’s| TV STATIONS, TVA 
music. SIGN IN CHICAGO 
Cuicaco, March 8—After an all- 
Petrillo May Call night session last night, Television 
| Authority and the four Chicago 
Strike Wednesday 'TV stations reached substantial 
agreement on talent rates and 

New York, March 9—James C. | working conditions. A contract was 
Petrillo, president of the Ameri-| signed with all stations late this 
can Federation of Musicians, will | afternoon. 
meet tommorow with the union's The contract calls for payment 
executive board to decide whether of 521%4.% of the network scale | 
to strike against radio and tele-| (AA Noy. 27 ). Negotiators agreed 

| to submit any jurisdictional prob- | 

The strike against ABC, CBS, lems arising from the American | 
DuMont, NBC and WOR, key sta- | Federation of Musicians’ desire to 
tion of Mutual, has been set for represent singers or dancers who 
Wednesday (March 14) at 6 p.m.,| also play instruments to the Na-| 
EST, by Local 802, AFM, follow-| tional Labor Relations Board for 
ing a vote by the membership. This | arbitration. Contract negotiations 
action must be approved by the here have been under way since 
national board. | last November. 

During negotiations with in-| The Chicago contract is ex- 
dustry representatives the musi-| pected to set a pattern for union 
cians have made several demands, | negotiations with broadcasters in 
notably relating to the use of| other TV markets. 


~ Dont be misled 
You can't “dry clean’ with water! 
Aay product mixed with water 
is not a dry cleaner — and 


ANSWERS COMPETITION—Renuzit Home 

Products Co., Philadelphia, went into local 

popers with a full-page campoign to 

meet the competition of other cleaners 

in the area. Without naming competing 

products, copy tends to play them down 
by using head's such as this one. 


Lethen, Heyn, 
Perkins Leave 
Macfadden Posts 


New York, March 8—Resigna- 
tion of three major executives of 
Macfadden Publications was an- 
nounced today. The resignations 
follow recent acquisition of con- 
trol of the publishing company by 
a group headed by I. S. Man- 
heimer, and announcement that 
Harold S. Wise will be the com- 
pany’s next president. 

Those who resigned are: Edward 
F. Lethen, recently advertising di- 
rector of True Story Women’s 
Group. He joined Macfadden 16 
years ago. He was western man- 
ager of Macfadden Women's Group 
from 1936 to 1946, when he came 
here to become advertising direc- 
tor. 

Ernest V. Heyn, vice-president 
and editor-in-chief of Macfadden 
Publications. He joined the com- 
pany in 1934, and became editor of 
Photoplay and Radio Mirror, and 
later of Liberty. After Army serv- 
ice, he returned in 1945 to create 
Sport and later to edit True Story, 
becoming editor-in-chief of all 
Macfadden magazines in May, 1948. 

Albert R. Perkins, executive edi- 
tor of Sport and True Detective. 
He joined the original Sport staff 
as managing editor in 1946, after 
having been managing editor of 
Outdoor Life. 

Mr. Lethen’s resignation be- 
comes effective in May, Mr. Heyn’s 
and Mr. Perkins’ on April 24. 

Macfadden’s board of directors 
meets March 15, at which time the 
successors, and any other changes, 
will be announced. 


First Consumer Campaign 
Planned for Poloris Tablets 


Block Drug Co., Jersey City, N. 
J., this month will launch on the 
Pacific Coast its first consumer 
campaign for Poloris tablets, 
which were promoted ethically in 
former years. Poloris tablets, a co- 
product of Poloris poultices, will 
be promoted for headache relief 
over 40 ABC stations on “Quick as 
a Flash” every Tuesday and 
Thursday morning. All druggists 
in California, Oregon and Wash- 
ington have been provided with 
tins of Poloris tablets to provide 
the product with an initial stock 
in every store. The tablets will re- 
tail for 25¢ for a purse size tin of 
12. Joseph Katz Co., New York, 
has been named to handle the ad- 
vertising. 


Appoints Weiss & Geller 

Fleming-Hall Tobacco Co., New 
York, manufacturer and distribu- 
tor of Sano, Encore and Sheffield 
cigarets, has named the New York 
office of Weiss & Geller to han- 
dle its advertising. Deutsch & Shea 
is the previous agency. 


Bacardi Ad on 
Liquor Tie-ins 
Raises Dispute 


(Continued from Page 1) 
couraging. A movement is under 
| way, he intimated, to get legisla- 
tive action for amending existing 
statutes to prohibit tie-in sales 
which compel dealers to buy two 
cases of rum in order to get a case 
of Scotch. He admitted, however, 
that it seemed unlikely anything 
can be done during the present 
legislative session. 


@ The state liquor authority, he 
said, has a rule governing the situ- 
ation but it has never been used, 
largely because of difficulty in 
gathering data necessary for en- 
forcement proceedings. There is no 
state statute, he said, that prohibits 
tie-in sales. 

This was confirmed at the state 
liquor authority. Rule 16 appii- 
cable to Sec. 101 of the ABC 
statute prohibits a wholesaler from 
compelling a retailer to buy any- 
thing he doesn’t want. The liquor 
authority has never received a 
complaint about tie-in sales, AA 
was told, and the authority cannot 
act unless it has specific evidence 

The federal government also hag 
restrictions against the practic® 
which are enforceable by the alco« 
hol tax unit of the Bureau of Intere 
nal Revenue. While the unit ree 
portedly has received many come 
plaints, this could not be confirmed, 
The alcohol tax unit, however, ig 
understood to be investigating thé 
tie-in situation. Hy 


@ The alleged shortage of Scotch 
whisky, according to industry 
spokesmen, is greatly exaggerated, 
One wholesaler said that if all the 
bottles of Scotch in New York 
warehouses were placed end to end 
they could encircle the greatef® 
New York area 12 times. : 

Most retailers are said to be buy« 
ing Scotch and hoarding it, and 
many are making special deals on 
their own initiative. The present 
situation is largely retailer created, 
in the opinion of many markef& 
authorities. : 

On the other hand, some distrib- 
utors say that “a few so-called 
chiselers are taking advantage of 
the situation to make a fast buck 
or two while they can.” 


FTC Plans TV Trade 
Practices Meeting 


WasHINGTON, March 9—The Fed- 
eral Trade Commission announced 
today that it is calling a meeting 
of radio and TV manufacturers 
and dealers to discuss trade prac- 
tice rules for the sale and promo- 
tion of TV sets. 

The conference was suggested 
by industry members, who pointed 
out that the trade practice rules 
which have been used by the in- 
dustry during the past ten years 
are not directly adaptable to TV. 

The date and place of the meet- 
ing has not been fixed, but the 
commission revealed that it will 
be conducted by Chairman James 
M. Mead. The need for additional 
trade practice rules was voiced at 
recent meetings of the Radio-Tele- 
vision Manufacturers Assn. 


Riggio Tobacco Co. Agrees 
to Curb Cigaret Ad Claims 


Riggio Tobacco Co. on March 9 
| promised the Federal Trade Com- 
| mission that it would curb its 
claims about extra-length cigarets. 

Regents are not to claim that the 
extra length assures a cooler 
smoke, but ads may say that “dur- 
ing the time the extra length is be- 
ing smoked” the smoke is cooler 
and less irritating than the smoke 
of regular-length cigarets. 
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Tatham-Laird Simultaneously Hits 
Sth Birthday, $5,000,000 Billing 


(Continued from Page 2) 
celed; and Jelke, which Tatham- 
Laird resigned when the account 
moved to New York. 


cussion 


e The Jelke resignation is an in-! 
teresting one, not only because it 
sheds a little more light on the 
Lever Bros. scramble of a few) 
years ago, but because it demon- 
strates how carefully Tatham and 
Laird have hewn to their desig- 
nated line. 

Jelke invited the agency to solic- 
it its salad dressing business and 
gave the account to Tatham-Laird 
in November, 1948. Seven months 
later they acquired the whole ac- 
count. When Jelke offices moved 
east, no request was made that 
Tatham-Laird open an eastern op- 
eration, In fact, in December, 1949, 
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the agency principals met one 
morning with Charles Luckman, 
then head of Lever, and the prin- 
cipal executive of Jelke for a dis- 
of 1950 advertising, and 
the plans were approved without 
difficulty. 

But on the way back to the of- 
fice, they discussed the situation. 
It was obvious that while Luck- 
man did not demand that the agen- 
cy move east, he did expect some- 
one in New York pretty constantly 
To meet this demand and to main- 
tain its conception of a top-caliber 
team including the agency prin- 
cipals working on all accounts was 
obviously impossible. So at 1:30 
that afternoon the agency called 
up and resigned the account, car- 
rying on for three or four months 
at the client's request. 


s Arthur E. Tatham and J. Ken- 
neth Laird have lived and worked 
in Chicago for many years, but 
their first conscious meeting took 
place in Washington. Art was ad- 
vertising manager of Bauer & 
Black; Ken was vice-president and 
advertising manager of Dr. West's 
toothbrush company, when both 
attended an Assn. of National Ad- 
vertisers meeting in Washington. 
In between sessions they went for 
a walk one day, winding up in 
front of the White House just in 
time to see John J. Raskob and 
Al Smith arrive for a conference 
with President Reosevelt. That be- 
tween-sessions walk flowered into 
a fast friendship. They found they 


| had a lot in common, including an 
abiding interest in fishing. 

Each served a term as president 
of the Chicago Federated Adver- 
tising Club, and both were active 


in other local advertising circles. | 


When Art Tatham went to the 
Chicago office of Young & Rubi- 
cam in June, 1938, as a contact 
man, and became head of the of- 
fice five months later, it surprised 
no one that Ken Laird should join 
the same organization as a mer- 
chandising man at the beginning 
of 1939. 

The Y&R Chicago office then 
had about 12 people and billings 
of $500,000 out of six or seven rel- 
atively small accounts. By the time 
Art left, somewhat reluctantly, for 
the New York office of Y&R in 
1943, Chicago office volume had 
more than quadrupled. (It has 
since expanded greatly.) He stayed 
there a year, then spent two years 
in the Navy. 


® Ken left, too, going first to Nu- 
trition Research Laboratories and 
then to Dancer-Fitzgerald-Sample. 
At Y&R, both men had helped get 
and service the Bendix Home Ap- 
pliance account, which Y&R re- 
signed after they left when General 
Electric came into the New York 
office. 

While Art was in the Navy and 
Ken was at D-F-S, they had been 
carrying on a more or less desul- 
tory correspondence about their 
postwar plans and the possibility 
of organizing an agency, but it 
was not until the fall of 1945, 
when Ken and his wife went to a 
football game in South Bend, that 
anything startling happened. 

On the way back from that game, 
the Lairds met Judson S. Sayre, 
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DISCUSS STRATEGY—Harold Jensen (left), 
manager; Art Tatham and John Jameson (right), copy chief, discuss a creative problem 
in Tatham’s office. 


president of Bendix Home Appli- 
ances, in a restaurant. He recalled 
the service his account had got 
when the two were at Y&R and 
said bluntly, “Why in hell don’t 
you guys start an agency? You 
can have my account any time.” 


s Ken promptly got in touch with 
Art, and arranged to meet him in 
Washington as soon as Art re- 
turned from a trip to the West 
Coast with the Under Secretary of 
the Navy. While Art was on this 
trip, his three-year-old son was 
struck by an auto in Washington 
and suffered a badly fractured 
skull. So the details of the Tatham- 
Laird agency were largely worked 
out on the grounds of Bethesda 
Naval Hospital while the anxious 
father and his friend paced the 
hospital grounds and corridors. 

They went to work on the for- 
mation of the agency in earnest in 
February, 1946, but they couldn't 
find office space, and for four 
weeks the embryo agency con- 
sisted of a single desk in a tiny 
room in the offices of Zipprodt 
Inc., point of purchase organiza- 
tion. 

Finally they got a big bullpen 
of a room in the Conway Bldg., and 
in March the agency opened offi- 
cially with 12 employes and two 
accounts—Bendix and Munising. 
In September of that year they 
moved to 20 N. Wacker Dr. and in 
July the next year doubled their 
space. They have been adding peo- 
ple, space and billings ever since, 
and the agency now has 64 work- 
ers. 


e That first year the agency had 
net income after taxes of $875, 
even though the partners’ salaries 
had been arbitrarily set at one- 
half of their former agency sal-| 
aries. In line with their original 
concepts, Art handled the creative 
end, Ken headed up the separate 
merchandising operation. 

From the first, they were de- | 
termined to put together a top- 
caliber team, and they were con- 
vinced that this could be done 
only by providing the right work- 
ing atmosphere—including real 
group effort and common owner- 
management. “Right at the start,” 
Art explains, “Ken and I agreed 
that our key people should have 
the right to be substantial stock- 
holders in the business, and we 
worked out a formula whereby 
they could buy stock without put- 
ting up any money and without 
paying any interest—paying off 
their debt out of earnings.” 


e Art and Ken owned all of the 
stock originally, with Art holding 
somewhat more than 50%, Ken 
somewhat less. Now there are nine 
owners, and both principals are 
minority stockholders. Together, 
they still own a controlling in- 
| terest, but as additional stock is 
| made available to other key people, 
they recognize that there will soon 
be a time when they wiil be minor- 
ity stockholders in the company 
even when both their interests are 


art director; Newton Cross, account 


pooled. This does not disturb them 
in the least. 

Stockholders now, in addition to 
Art and Ken, are Harold Jensen, 
art director, one of the original 12 
employes and formerly with 
BBDO; John Jameson, copy chief, 
formerly with McCann-Erickson; 
R. D. Crisp, director of research, 
formerly with S. C. Johnson & Son; 
Newton Cross, formerly of Mc- 
Cann, account manager; V. T. 
Mertz, formerly of D-F-S, account 
manager; George Bolas, also for- 


merly with D-F-S, director of 
radio and TV; and Charles R. 
Standen, merchandising depart- 
ment. 

@ The “intellectual democracy” 


idea of the agency's operation is 
an interesting one, and one which 
obviously could not function with- 
out a group of major executives 
with a great deal of mutual re- 
spect for each other's specialized 
knowledge. 

Tatham-Laird offices, on the 
working rather than the swanky 
side, do not include a conference 
room, and the individual offices, 
including those of the principals, 
are not on the large side. But they 
are in fairly constant use for con- 
sultation. 

“Our basic advertising decisions 
are not made by department heads, 
nor by account managers,” Art 
Tatham explains. “They are group 
decisions. First, we get the facts 
on an advertising problem, study 
them and work with them. Then 
we get together in a_ boss-less 
atmosphere and discuss them free- 
ly and vigorously. In this kind of 
atmosphere, the right idea always 
wins, because a weak one can’t 


Unleash More 


Buying Power 
With FACTS! 


Regulation “X” and other gove 
ernmental curbs in favor of the 
Defense Effort aren't as restric- 
tive as many think. But when 
dealers tell their customers the 
facts they get more business. 
Read about it. i 
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stand up under the pounding it 
gets.” 


@ The agency’s merchandising 
operation also is unusual. Mer- 
chandising men are not account 
executives, or creative writers, or 
attached to any other staff func- 
tion. They operate separately, un- 
der the direction of Ken Laird, and 
they have the sole responsibility 
of “getting the facts, wherever 
they are, interpreting the facts, 
and keeping agency and client in- 
formed. 

“The basic job of our merchan- 
dising organization,” says Laird, 
“is to locate sales opportunities. 
Each account has a merchandising 
man assigned to it. He is a sea- 
soned marketing executive. His 
mandate is: 

“Get the facts that will show 
the best way to help this client 
make sales at a profit. 


e “The merchandising man gets 
the facts from many sources. He 
works with the client’s sales or- 
ganization. He gets out in the field 
and calls on distributors and deal- 
ers. He studies the activities of 
competition. With the help of his 


right arm, the agency’s market 
research department, he _ inter- 
views consumers to determine 


their habits and attitudes. 

“Out of all this information, he 
determines the competitive soft 
spots that are waiting to be ex-| 
ploited. He locates the particular 
markets which will yield the best 
return for a doliar of advertising. 
He determines the specific needs 
of consumers so that copywriters 
can address their messages to those 
needs. 

“The merchandising man’s most 
important contribution, therefore, 
is to locate the sales targets.” 


s A couple of examples show how 
this business of locating the sales 
targets works: 

When Tatham-Laird took over 
Kix the cereal was in a protracted | 
volume slump. Merchandising and 
research convinced the agency that 
70% of breakfast cereal was eaten 


G-IN 


431 6. Dearborn St.. Chicago 5, Illinois 


DIGGING DEEP—Totham-laird research director Richard Crisp 
a marketing situation for rodio-TV director George Bolas (left), Ken Laird and Ted 
Mertz, account manager. 


by adults, and that, since General 
Mills was already working the 
box-top routine for all it 


fresh pay-dirt was open to Kix in 


was | 
| worth for Cheerios and Wheaties, 


the form of millions of relatively, 


unexploited adults. Adult selling 
strategy was adopted and sales 
moved up. 

In the same way, C. A. Swanson 
& Sons, Omahia, had two successful 
businesses: canned and _ frozen 
poultry. Most of the company’s 
advertising was devoted to the 
canned product. But investigation 
showed that the dollar potential 
on the frozen was at least five 
times as great as on the canned. 
So an aggressive drive was 
launched to get distribution on the 
frozen line, backed by heavy local 
advertising. 


@ In the case of Bendix, the com- 
pany was deluged with back orders 
in 1947, but knew that a normal 


| buyer’s market would come along 


sometime. To determine when, the 
agency’s merchandising staff de- 
veloped an “outpost survey,” a 
continuous research project which 
told the factory the amount of un- 
satisfied demand in 56 markets 
and the rate at which consumér 
buying was cutting it down. Thus, 
the factory could forecast when 
each major city would cross the 
mythical line into a buyer’s mar- 
ket. When this nappened, aggres- 
sive sales and advertising plans in 
that market were already in oper- 
ation. 

As far as new developments in 
selling and advertising are con- 
cerned, the agency points to such 
things as a special roto insert with 


(pointing) analyzes 


coupons which it developed for 
Lever Bros. and which has also 
been used in some markets for 
General Mills, as a high-powered 
device for simultaneous promotion 
of a group of products. 

The device is a four-page editor- 
ial type roto insert, distributed by 
the leading daily on a weekday.) 
First and last pages are in mono-!| 
tone, the center spread in full color 
with a strip of coupons across the | 
bottom. There are usually four} 
such coupons, worth 40¢ to 45¢) 
when applied to the purchase of 
client products. Consumer and) 
trade impact are both exceptional, | 
the agency says. 


@ Tatham-Laird is also proud of 
a temporary marriage it recently 
arranged between Bendix and Kix, | 
in which 600 Bendix automatic) 
washers were given in a consumer 
contest requiring a Kix box-top 
and an entry blank obtainable only 
from Bendix dealers. 

The tie-up resulted in hundreds | 
of Bendix displays in supermar- 
kets, surrounded by mountains of | 
Kix, numerous tie-in contests by | 
department stores and others, and| 
excellent sales for Kix as well as! 
tremendous traffic-building assist- | 
ance for Bendix dealers. 

Tatham-Laird, like any agency | 
which is based on the idea of 
active participation of all agency 
principals on all accounts, realizes 
that its possibilities for growth are 
limited by that concept. Obviously, | 
there is a point beyond which such | 
service cannot be supplied. 

But the point is not an inflexible 
one, and certainly has not yet been 
reached. There was a period in the 
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agency's short history when the 
boys had to decide not to accept 
another account for at least six 
months, so they could absorb and 
digest the accounts they had. But 
now they're convinced they can) 
handle more business without 
changing their basic ideas of agen- 
cy operation. 


NPA Issues Orders 
Cutting Supplies 
for Consumer Goods | 


WASHINGTON, March 7—A series 
of orders to put a lid on the con- 
sumer goods boom was issued by 
National Production Authority to- 
day | 

The orders pegged second quar- 
ter supplies of steel and parts at 
80% of the first half of 1950. Alu- 
minum continues at 65% of base, 
as in March, but copper is cut to 
75% of base, compared with 80% 
usage permitted in March. 

The limit on steel was issued 
after NPA found the automobile 
industry booming along at the rate 
of 10,000,000 cars a year, despite 
orders already issued limiting sup- 
plies of copper, aluminum and 
other materials. 

Similar high rates of production 
are reported for most durables, in- 
cluding radios and TV sets. 


® Today's orders carried out a pro- 
gram outlined Feb. 20 by NPA 
Chief Manly Fleischmann to take 
about a million tons of steel away 
from consumer goods industries 
during the quarter. At the time, 
Mr. Fleischmann predicted that 
unit output of consumer goods 
could be maintained above the 
80% level through substitution of 


| lighter grades of steel and other 


materials. 

Mr. Fleischmann predicted that 
second quarter production of dur- 
ables would still exceed any year 
previous to 1950. 

Among the items covered by the 
order were passenger automobiles, 
all kinds of furniture, household 
appliances (including radios and 
TV sets), jewelry and games. The 
steel order also applies to signs 
and advertising displays. 

A further cut in steel for dur- 
ables, probably to 70% of the first 
half of 1950, is anticipated during 
the third quarter of 1951. 


Four More Groups Join 
‘Inside Advertising’ Week 


Young & Rubicam, the Adver- 
tising Club of New York, the Sales 
Executives Club and the Admen’s| 
Post of the American Legion have 
been added to the itinerary of “In- 
side Advertising” to be sponsored 
by the Assn. of Advertising Men, 
New York, the week of April 2-6. 
“Inside Advertising” is a project 
designed to bring top college sen- 
iors majoring in advertising to 
New York for a tour of the indus- 
try (AA, Jan. 22). 


Comfi-Coil Launches Drive 

Comfi-Coil: Inc., Providence, R.| 
I., and Taunton, Mass., is launch- 
ing its first national ad campaign 


two-page, full-color ad in Life. In- 
cluded in the ad will be the names | 
of Comfi-Coil dealers (limited to 
one store in each city on a first-| 
come first-served basis). Hammer | 
Advertising Co., Hartford, is Com- 


| fi-Coil’s agency. 


Beltone Signs TV Series 
Beltone Hearing Aid Co., Chica- 
go, through Olian Advertising 


| Agency of Chicago, has purchased 


“Capsule Mysteries,” a new open- 
end five-minute TV film series 
produced by Charles Michelson 
Inc., New York, for a Chicago test 
over WBKB. 


Freiberger Buys Building 

Curt Freiberger & Co., Denver 
agency, has purchased a two-story 
building, which it expects to move 
into about the middle of May 
The new location will give the 
agency almost 100% more floor 


| space. 
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Can you name these 


They’ve played their merry pranks... before audiences of mil- 
lions! Their names are household words in every household that 
enjoys a laugh. 


But though they’ve made their funny faces on stage and screen, 
in newspapers and magazines, did you recognize Weber and Fields 
(top left)? Olsen and Johnson (top right)? Gallagher and Shean 
(bottom left)? Or did you only know the junior jesters at the bot- 
tom right? 


They're the Katzenjammer Kids! And where have you seen them 
cut their capers? Only in the comics! 


But you are not alone. Every Sunday morning, some 18 million 
adults (and their youngsters) settle down to follow the Kids’ latest 
adventure in PUCK, the only national comic weekly. 


They’re Sunday callers that are welcomed warmly, eagerly, week 
after week. And so are Blondie and Dagwood, Popeye, Little Iodine, 
Donald Duck (and now Hopalong Cassidy!) and all the other be- 
loved PUCK characters! It wouldn’t be Sunday without them! 


It’s hard to measure the warmth of a welcome in cold statistics. 
But look at these proven facts: 4 out of 5 adults read comics. Adver- 
tising in PUCK gets more readers per dollar. Identical copy gets 3 


\\ 


famous pranksters ? 


to 5 times more thorough readers in PUCK than in top weekly 
magazines. (Starch) 


Outstandingly successful firms like Ford Motor Co., General 
Electric Co., General Foods Corp., and others have, for years, been 
consistent users of space in PUCK, The Comic Weekly. 


eeeeeseeeee Amazing Report on Dealer Tie-ins eeeeeeesese 


Giant FULL PAGES in Puck are more dramatic and enable advertisers 
to secure more tie-ins, more displays, and make more sales than any 
other medium. The W. A. Sheaffer Pen Company has advertised in Puck 
since 1941. Sheaffer dealers paid for 111,425 lines of newspaper tie-in 
space and put in thousands of window displays as a result of a single 
BIG full page “Back to School” advertisement in Puck in 1950. 


The Only NATIONAL Comic Weekly —A Hearst Publication 
63 Vesey St., N. Y., Hearst Bidg., Chicago, 406 Hearst Bidg., San Francisca, 
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